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PONTON 
direct mail leaders since Uf: 


PONTON’S premier position and continuous expansion Your List is set-up in any form you wish 842" x Il 
sheets . . . Labels 3” x 5” Cards or addressed on 


for the past 73 years, gives you saturation coverage of 
your market... at the lowest possible cost. your Envelope or Mailing piece 
PONTON handles everything for you because 


Today ... PONTON uses modern electronics for 
list compilation and PONTON’S IBM “SELEC- PONTON has established complete services Lists 


TRONICS” makes possible low-priced LIST SERVICE Addressing . . . Mailing at no increase in prices 
. with speed accuracy ...and completeness... - 
without error or duplication . . . to offset any increase in ery ae LH ny “ee pot pF nan day 
mailing costs. 
known the world over . will continue to give quality 
The PONTON DIRECT MAIL LISTS are as perfect service . . . at the lowest cost 
as any list can be .. . for best results to you. 


PONTON has more than 12,000 List Classifications SAVE WITH PONTON SERVICES 


manufacturers of every kind . . . wholesalers . . . retailers 

. professionals . . . executives by estimated income . write for the free PONTON CATALOG 
etc. AND . . . Ponton’s Lists are supplied in any desired 
breakdown .. . state . . . national . . . financial rating C it c Crades - 
and S.1.C. (Standard Industrial Classification Code) 


W. s. PONTON, INC. 


Sales Office and Production Plant 
44 HONECK STREET, ENGLEWOOD, N. J. 


New Jersey Telephone: ENglewood 4-5200 


. 
New York Telephone: MUrray Hill 7-5311 
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How to fit 
anew high with 


vour customers / 


...with EAGLE-A TROJAN BOND 


To rate high with vour reading public—and make the best possible impression—specify matched letterheads 
£ £ : ’ 


invoices and envelopes on Eagle-A Trojan Bond! You'll like the sparkling appearance of all your business 
stationery, when your printer uses Trojan Bond. You'll be pleased with the good typing and erasure qualities 
of this fine 25 cotton fiber sheet and its economy, too. Trojan Bond comes in a brilliant blue white and a 
choice of colors and finishes . . . in standard weights and sizes and envelopes to match. Write for a sample portfolio. 
Other papers available in the Eagle-A Trojan line: Eagle-A Trojan Record-Ledger, Eagle-A Trojan Onion Skin. 


FAGLE-A |) PAPERS 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of Eagle-A Coupon Bond and other Bonds, Onion Skins 
Manifolds, Ledgers, Bristols, Texts, Covers, Boxed Typewriter Papers and Special Papers « Better papers are made with Cotton Fiber 








A LEADING BUSINESS 
PAPER REPORTED 
THIS ABOUT 


leper 


SIGNING MACHINE 


International Autopen Company 
makes the Autopen Signature Signing 
Machine which rewrites a signature at 
the rate of 3,000 times in an 8-hour 
day. It writes with any fountain pen 
(including your own) containing any 
type of nib, in any color of ink. Anyone 
can operate the machine which is 
guided by a plastic master that can be 


changed in a few seconds to allow ma- 
chine to write different signatures or 
other text. Machine written signatures 
cannot be distinguished from original, 
and is legal on any check or document 
This provides control against forgery 
since machine written signatures are 
identical to master, never varying like 
a manual signature. To prevent unau- 
thorized use, master can be locked in a 
afe, and machine can be equipped with 
locks and counter to control its use 
The Autopen is used to sign Insurance 
poli les, st certificates diplomas, 
celebrities’ photo or fans, authors’ 
autographe wooks, ete. Real signa- 
tures increase the value of direct mail. 
So far. the government is largest user 
of Autopen. Machine is hand fed and 
operates by a foot pedal. Ideal for let- 
tershops that produce automatically 
typed letters, because it offers the ul- 
timate in facsimile letter reproduction. 
Literature available by writing Inter- 
national Autopen Co., 1026 20th St., 
N.W., Washington 6, D. C. 
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priceless ingredients 
of success in selling to businessmen 
by mail” 


We have just published a new pamphlet on 
this subject...it is available without charge 
to firms whose advertising must influence, 
and sell to, the business community...simply 
write on your firm letterhead. 


Lawrence G. Chait & Co., Inc. 
“Counsellors In Mail Advertising & Selling” 
745 Fifth Avenue, New York 22, N. Y. « PLaza 1-7220 





Contrary to 
popular belief - 


ANYBODY 
CAN WRITE 
DIRECT MAIL 


ee 


But selling by mail is 
something entirely 
different. When you're after 
inquiries, orders, a tangible 
result of any kind, you'll 
find it more profitable, 
more satisfactory, actually 
less expensive to use a 
specialist. The Buckley 
Organization, for instance, 
has had 36 years of 
experience developing the 
kind of sales messages that 
get read, believed, acted 


upon. For such firms as— 


International Business Ma- 
chines Corporation; National 
Geographic Society; Chilton 
Company, Inc.; J. B. Lippin- 
cott Company; Dictaphone 
Corporation; Selas Corpora- 
tion of America; R.O.H. Hill, 
Inc.; The Mead Corporation; 
The ‘tosler Safe Co. 


Phone Rittenhouse 6-0780, 


or uvrite 


THE 
BUCKLEY ORGANIZATION 


Philadelphia National Bank Building 


Philadelphia 7, Pennsylvania 
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We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 
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WONDER HOW MANY OF YOU 
saw the three column by 11%” advertise- 
ments run in many northern newspapers 
by the Saxony Hotel, Collins Ave. at 
32nd St., Miami Beach, Fla. . . . during 
and following the disastrous “unusual” 
winter weather in Florida? Written and 
signed by George D. Sax they were 
a delightful change of pace from the 
ordinary and dull resort advertising. In 
each ad the space was crowded with small 
type . . . mostly in the form of a per- 
sonal letter report from Mr. Sax, who 
preferred to “tell the truth and shame the 
devil.” The frank and humorous ap- 
proach brought hundreds of mash notes, 
plus welcome reservations. If you missed 
these ads . maybe the Saxony could 
supply some reprints. And maybe George 
Sax is paving the way to teach more 
advertisers to tell the truth and shame 
the devil. 

_ 


eee 


ANOTHER NEWSPAPER AD we 
liked was recent one column, 944” run by 
Gray & Rogers (advertising agency), 12 
S. 12th St.. Philadelphia 7, Pa. In it 
G&R stressed their “Depth of Service” 
in digging (for their clients) imto aii 
angles of advertising, merchandising and 
selling plans . . . including sales training 
courses, designing convention displays, 
addressing sales meetings, etc. But the 
final promise pleased us most “and 
to work cheerfully on any conceivable 
medium of direct advertising.” That is a 
good word with which agencies should 
approach direct mail projects cheer- 
fully 

—_— 
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THE FIRST NATIONAL CONVEN- 
TION of the Sales Promotion Execu- 
tives Assn. was a big affair .. . held 
April 30 to May 2 at New York's Hotel 
Roosevelt. Direct mail panel presenta- 
tion featured “Making Mailings Make 
Money” with Leonard Raymond of 
Dickie-Raymond, Charles Pope of Rem- 
ington Rand and Edward Mayer of Mc- 
Cann-Erickson. Another highlight of the 
convention was the luncheon talk by 


Prof. Alfred Frey of Dartmouth, author 
of the famous “Frey Report” on agency 
compensation systems. The professor 
gave an interesting profile of a typical 
Sales promotion executive 
— 
eee 

7 DID YOU KNOW there is a firm 
which specializes in manufacturing re- 
productions of old historical documents, 
curious relics and manuscripts? We 
didn't know about it until we found a 
Reporter reader operating in this fash- 
ion. If you'd like to see some fasci- 
nating specimens, write to Davis Store 
(that’s his name) at Gosport Road & 
Main Street, Portsmouth, Virginia. Many 
of his specialties are adaptable to show- 
manship direct mail campaigns. He can 
supply you with (produced on aged parch- 
ment paper) such items as: The Four 
Documents of Freedom, the Constitution 
Bill of Rights, Declaration of Independ- 
ence, Lincoln's Gettysburg Address, 
Abraham Lincoln Tavern License issued 
in 1833; a facsimile of the first issue 
of America’s first successful newspaper 
“The Boston Newsletter” published April 
17, 1704; the Yonan Codex (two pages 
reproduced from the oldest known New 
Testament, known to be over 1.600 years 
old, written in the language that Jesus 
Christ and His disciples spoke). And, in 


addition, you can get (printed on aged 
looking bond paper) Confederate Civil 
War bills in denominations of $1 to 
$100,000. Incidentally, Mr. Store sells 
all his products by mail 


eee 
[ HOMER J. BUCKLEY, Robertson 
Buckley & Gotsh Co. chairman of the 
board, was awarded the first Tuberculosis 
Institute Medal for outstanding 
work in the field of TB control through- 
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Yes, SEN-BAK is LIKE some other direct mail preducts, in 
that it consists of a reply card or envelope, a window 
letterhead and a window carrier envelope, designed so 
that ONE address does the work of THREE. 


But, in every other respect, SEN-BAK is different 


Production of SEN-BAK is completely automatic, electron- 
ically controlled an¢ ~eared to hantle volume runs 

The SEN-BAK mai ig unit is produced with specialized 
high speed equipment, resulting in lower costs and faster 
deliveries for you. The reply card or envelope is mounted 
to the letterhead automatically, eliminating the costly 
hand operations required for production of other direct 
mail units. It stays securely fastened to the letter until 
the prospect is ready to pull it off and mail it back 


SEN-BAK is completely flexible, with seven different reply 
formats and three different letter sizes available 

You have a choice of three sizes in reply cards, with 
or without stub, wallet flap envelope, or 6 x 10% order 
blank. Virtually any unit that complies with SEN-BAK 
specifications can be successfully spotted to the letter 
as a reply. In practically all cases these units can be ad- 
dressed by any of the modern electronic methods. 


SEN-BAK is distinctive in appearance, because of superior 
lithography and outstanding creative skill 

All printing is done under the constant watchful eye 
of the General Office Service staff, made up of highly 
skilled pressmen and other technicians, who make sure 
that quality and other details are carefully controlled 
You have an unlimited choice of any number of colors for 
all parts of the SEN-BAK unit: reply unit, letterhead and 
carrier envelope. All items are printed individually and you 
have a press to yourself—nothing is gang run. 

SEN-BAK is so mechanically flexible, its creative pos- 
sibilities are naturally flexible, too 


These are the big differences in SEN-BAK. And here are 
answers to some other questions you may have in mind: 


DEN-BAK 


What about addressing and mailing? 

The SEN-BAK return unit can be addressed through the 
open window of the folded letter either before or after 
it is inserted in the carrier envelope. Or the reply pieces 
can be addressed first by you and returned for inserting 
and mailing to our plant. Incidentally, there’s plenty of 
room for even a five-line address to show through the 
SEN-BAK die cut—and it cannot slip or slide because it is 
securely attached. 


What about testing? 

SEN-BAK encourages and recommends testing. Returns 
speak for themselves. They are the basis upon which 
SEN-BAK has enjoyed amazing growth in use by result- 
conscious experienced mailers 


What about delivery? 

Complete automation makes deliveries on SEN-BAK 
speedier, more dependable than ever. For over 35 years 
General Office Service has kept customers with on-time 
delivery of quality work, even in the case of tremendous 
volumes 


What about costs? 

With all its unusual features, SEN-BAK is still compet- 
tively priced. And because automation eliminates all hand 
operations, SEN-BAK’s package prices give you an “in the 
mail” cost that is much lower than competitive direct 
mail products 


Will it work for you? 

The answer is YES! SEN-BAK has worked for, and has been 
permanently accepted by many insurance companies, banks, 
publishers, mail order houses, manufacturers, distributors 
retail stores, mutual funds, investment firms, loan asso- 
ciations, pharmaceutical houses, fund raising groups, and 
others. SEN-BAK’s versatility makes it appropriate—and 
effective—for practically all mailings where a reply is 
called for 


Can you see SEN-BAK for yourself? 


Write for your free SEN-BAK kit, including easy-to-use lay- 
out guides, expressive letters from users, interesting sam- 
ples and price lists. The kit will be rushed to you by return 
mail, so write TODAY on your company letterhead. 


A division of General Office Service, Incorporated 
New York « Washington, D.C. 
527 SIXTH STREET, N.W. « WASHINGTON 1, D.C. « NA 8-5348 





out Chicago. Homer is also an honorary sultant Report series. McGraw-Hill’s 

board member of the Institute . . . and address is 327 W. 4ist St., New York 

has used his direct mail talents to help 36, N. Y. 

Christmas Seal sales for many years. The 

medal award is another of many deserved 

tributes Homer's received during his 0 A NEW “FILL-IN” TEMPLET has 

brilliant 64-year advertising career. been added to the Varigraph hand-letter- 
a ing machine. Allows Varigraph users to 
eee not only outline display letters, but also 

AND 58.0. “SHAP” SHAPIRO, vice- fill them in solid . . . eliminating hand- 

president and circulation director of filling with brush or pen. Templets can 

Cowles Magazines, has been awarded a : 

bronze plaque by the Joint Defense 

Appeal for outstanding service to 

the advancement of human rights. “Shap” 

serves as a member of the Anti-Defama- 

tion League's Eastern Region Board, is 

a member of the JDA executive com- 

mittee, and former chairman of JDA's 

Publishing Division 


eee 
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“HOW TO INCREASE ADVERTIS- 

ING EFFECTIVENESS” is the latest produce solid letters up to 72 pt. on the 
release in McGraw-Hill’s Consultant Re- Varigraph instrument. You can get a 
port service. The whopping volume is complete catalog of Varigraph type faces 
a practical guide to solving major adver- and information about the new templet 
tising problems. Includes sections on by writing to Varigraph in Madison, 
determining objectives, advertising appro- Wisc. 
priations, agency relationships, market- 

ing plans, evaluating effectiveness, etc 

Author of the study is Richard D. Crisp, |} A “CHIEF SECURITY OFFICER” 
who heads his own marketing consultant now plays an important role in Adver- 
firm. Single copy price is $15 . or tising Distributors of America, Inc. He's 
$12.50 on subscription to M-H Con- Francis E. Tweed, recent graduate of 








the City of New York's Security Opera- 
tions & Methods course (given by the 
N. Y. Police Dept.). Tweed’s job at 
ADofA is to give clients maximum safety 
and protection of their advertising ma- 
terial, coupons, premiums, samples, etc 
He's a former member of New York's 
“finest” . . . where he served in finger- 
print, radio car and vice squad divisions 


eee 


[| A PLASTIC BINDING THAT 
LOCKS has been developed by General 
Binding Corp., 1101 Skoie Highway, 
Northbrook, Ill. Said to make the bind- 
ing the strongest and most durable of all 
plastic spiral types. Also makes it pos- 
sible to produce plastic binding in larger 
diameters .. . 1%”, 1%” and 2”. You 
can get a sample of the new “Sure Lox” 
style by writing to GBC at the above 
aridress 


FULFILLMENT CORP. OF 
AMERICA has expanded eastward 
opening new offices at 10 Rockefeller 
Plaza in New York. William C. Clauer, 
vice-president and director of sales, has 
been transferred from the firm's general 
offices in Marion, Ohio to handle new 
Manhattan operations. FCA plans to 
provide expanded services to New York 
publishers, agencies, etc. In addition to 
the new Radio City headquarters, the 


=$-P-E-E-D= OPERATIONS WITH 


~ CHESHIRE 


LABELING EQUIPMENT 


It’s “‘on the way” sooner with CHESHIRE equipment— 
and at less expense. High speed automatic attachment 
of pre-addressed labels synchronizes printing presses and 
transportation. Accurate placement without misses on 
envelopes, postcards and light weight printed pieces up to 
11” x 14%” assures efficient handling and neater 
appearance. Cheshire labeling machines are 
available in models starting 
at $3,000 and can now be 
supplied with an automatic 
town separator device. 

Labeling machines also avail- 
able for magazines, heavy pub- 
lications and newspapers. In- 
vestigate without obligation. 


MODEL E 
FULLY AUTOMATIC 


CHESHIRE INCORPORATED i644 wontn wonore street, cHicaco 22, ILLINOIS 
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*K ZIP-STRIP envelopes by Cupples-Hesse 


Intrigues prospect into opening letter! 


Unique, interesting and refreshingly different, the new Zip-Strip 
envelope by Cupples-Hesse possesses a fascinating characteristic 
that intrigues the reader into opening the envelope. 


The Zip-Strip, a perforated vertical line near the end of the 
envelope, zips open in a flash—slick as a whistle. 


For envelopes that arouse curiosity and help build sales, write 
Cupples-Hesse. You'll receive samples in a hurry. 


CUPPLES-HESSE CORPORATION 
4100 N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 


offices in principal cites : CUPPLES-HESSE CORP. of Michigan 
: 3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—aATlantic 8-5737 





firm has plants located in Dayton and 
Shelby, Ohio; Mobile, Ala.; Memphis, 
Tenn. and Topeka, Kan. They employ 


more than 500 people 
_— 


eee 

THE LARGEST SELECTION of 
Fotosetter type faces in the world is 
showcased in a new photographic type 
book published by Warwick Typog- 
raphers, 920 Washington Ave., St. Louis 
1, Mo. It contains over 900 type styles 
and sizes available from Warwick's five 
Intertype Fotosetter machines Each 
sheet of the 12” x 944” manual is de- 
voted to one Fotosetter type style 


The Spe 


showing complete paragraphs of text and 
display faces (from 4 to 36 pt.). Presi- 
dent H. J. Echele says the giant catalog 
is available at $10 per copy . which 
is then credited to first $100 type order 
from Warwick 


eee 
1 ANOTHER EXPANSION MOVE 
finds Clark O'Neill, Inc., 
nailing service, opening a new plant 
this month at | Broad Ave., Fairview, 
New Jersey. The new facilities will carry 
customer mailing inventories. Plant in- 


pharmaceutical 


ciudes a six car siding for rail shipments 
and a Post Office for rapid mailing 


THE THIRD IN A SERIES 


Donald G. Bergen, senior supervisor of 
the typing department of Circulation 
Associates, came up through the ranks 
in the course of his nine years of loyal 
service to the company. When he joined 
the organization in 1949, he was already 
an expert typist with a rated speed of 
108 words per minute. But speed alone 
is not enough. The position of super- 
visor calls for all of the critical facul- 
ties, organizational ability and person- 
nel knowledge necessary to maintain a large force, working under 
pressure to turn out many millions of envelopes, labels, wrappers and 
matched fill-ins on a battery of manual and electrically operated type- 


writers. 


Mr. Bergen displayed the required aptitudes in abundance, and fol- 
lowing a short period in the typing department he became successively 
Assistant Supervisor, Night Supervisor and finally, General Supervisor 


of all typing operations. 


Formerly a legal stenographer, he had long ago learned the value of 
accuracy as a priceless adjunct to speed. Seeing to it that his crew, 
which numbers as many as 50 typists at times, gets things right the 
first time, is something of an obsession that has communicated itself 


to the operators in his department. 


Nine years of experience with C.A. have familiarized Mr. Bergen 
thoroughly with the special requirements of the company’s regular 
customers, their preferences and their prejudices. He is able to antic- 
ipate their needs, in many instances, and they in turn repose the 
fullest possible confidence in his judgment. 


There is a specialist of Don Bergen’s caliber in every department of 


ow 


men and women with long years of practical experience and 


a vast fund of special knowledge that they apply to your direct-mail 
problems, whatever they may be. It’s well worth investigating. 


Clark O'Neill will still maintain their 
executive offices at 100 6th Ave., New 
York 13, N. Y 


eee 
LISTS were the subject of a popular 
panel discussion at a recent meeting of 
the Direct Mail Club of Los Angeles 
Rose Rashmir, Market 
Compilation & Research Bureau and 


president of 


Florence Peterson, west coast rep for 
George Bryant & Staff 
advantages of using rented and compiled 


covered the 


lists to seek out new markets. Questions 
from the audience on cost differences, 
control 
about 


cleaning, testing, sorting and 
made it a stimulating session 


a big, important subject 
_— 


eee 
) WE WERE INTERESTED in a fea- 
ture story in the March 30, 1958 issue 
of Parade (syndicated newspaper Sunday 
supplement) about an oldtime DMAA 
member and Reporter reader the 
Panther Company of Fort Worth, Texas 
Story described employment policy which 
is just the opposite of most companies 
Panther Believes “senior citizens” make 
most stable salesmen. More than 300 
Panther employees are between 60 and 
80 years old. The company actually re- 
cruits new employees from the 50's up 
to 80's. Some earn up to $14,000 a year 
and make their own hours. This reporter 
remembers a trip through the . Panther 
plant some years back to inspect 
the elaborate direct mail setup used 
mostly to develop inquiries for thet 
asphalt roofing compounds and to keep 
customers “sold.” It's a livewire organiza 


tion with courage to be different 
—_— 


eee 
PAT FLANAGAN, vp in charge of 
Florida Power Corporation, St. Peters 


burg la.. ts always dreaming up some 


> ga Cuen 


sort of unusual goodwill promotion. Fol 
lowing the recent disastrous winter, Pat 
designed a sunny post card which he 
sent to 100,000 Northern customers o: 
prospects of Southern motels and hotels 
Temperature was changed each day of 
mailing. Script lettering printed in blue 
on yellow background read: “It is 72 
(filled in with ink within white square) 
degrees here now.. Come on down and 
swim, fish and loaf in the sun! It has been 
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Snoweave. With Snoweave you are sure of fhest réproduction, and a 


luxury “feel” that adds prestige but doesn’t add cost. 


FRAN 


Your printed 


ONE OR MORE PENINSULAR LINES 


Akron Alling & Cory Co 


Appleton Universal Paper Co 
Woelz Bros. Paper Co 


Atlante Dillard Paper Co 
Baltimore Henry D. Mentzel & Co., Inc 
Battle Creek 
Billings Carpenter Paper Co 
Birmingham, Ala. Strickland Paper Co 
Buffale, N.Y. 


Cortright Paper Co 


Gebhard Paper Co 
Franklin-Cowon Paper Co 


Canton Herrington Poper Co 
Charlotte, N.C. Virginia Poper Co 
Chicago Atwood Paper Co 
Berminghom & Prosser Co 

Carpenter Poper Co 

Chicago Paper Co 

Messinger Poper Co 

Moser Paper Co 

Whitoker Paper Co 

James White Paper Co 

Cincinnati Chatfield Paper Corp 
Johnston Paper Co 

Cleveland Alling & Cory Co 
Cleveland Paper Co 

The Milcraft Paper Co 

Sterling Paper Co 

Carpenter Paper Co 

Hull Paper Co 

Jock Wolkup Paper Co 

Corpenter Paper Co 

Dixon & Co 

Newhouse Poper Co 

Beecher, Peck & Lewis 

Butler Paper Co 

Central Ohio Paper Co 

Chope Stevens Poper Co 

Seaman Patrick Paper Co 

Union Poper & Twine Co 

Whitoker Paper Co 

Duluth John Boshort Paper Co 
Fergo, N.D. The John Leslie Poper Co 
Flint Beecher, Peck & Lewis 
Fort Wayne Butler Paper Co 
Taylor-Martin Paper Co 
Fort Worth Carpenter Paper Co 
Grand Rapids Corpenter Paper Co 
Quimby-Walstrom Paper Co 


The William L. Johnston Co. 


Wylie & Davis 
Wylie & Davis 


ARE STOCKED BY 


Great Falls, Mont. 
The John Leslie Paper Co 


Green Bay Steen-Macek Paper Co 
High Point, N.C. 
Houston Moore Paper Co 


Henley Paper Co 


Century Paper Co 
Chatfield Paper Corp 
Crescent Poper Co 
Jackson Crown Poper & Bag Co 
Jacksonville, Fla. Virginia Paper Co 
Kalamazoo Berminghom & Prosser Co 

Kansas City, Mo. 
Berminghom & Prosser Co 
Corpenter Paper Co 
Grohom Paper Co 
Weber Paper Co 


Indianapolis 


Lansing, Mich. Dudley Paper Co 


los Angeles California Paper Prod 
Columbia Paper Co 
Kirk Paper Co., Inc 
La Salle Paper Co 


Sierra Poper Co 


Levisville, Ky. Premier Paper Co 


Madison, Wis. 
Miami E. C. Palmer, itd 


Milwaukee Nockie Paper Co 
The Bover Paper Co 
Oshkosh Paper Co 


C. J. Duffey Paper Co 
General Paper Corp 

The John Leslie Paper Co 
Minnesoto Paper & Cordage Co 
Newhouse Paper Co 

Paper Supply Co 
Wilcox-Mosher-Leffhoim Co 


Moser Poper Co 


Minneapolis 


Moline Newhouse Paper Co 


Montgomery, Ala. Weover Poper Co 
Montreal Louzier Paper Ltd 
Nashville Clements Poper Co 
D & W Paper Co 


New York Baldwin Paper Co 
Beekman Paper Co., Inc 

Forest Poper Co., Inc 

Linde-Lothrop Poper Co 

Melburn Paper Co., Inc 

Milton Paper Co 

Royal Poper Corp 


New Orleans 


MILL REPRESENTATIVES 


New York (con?.) Schlosser Paper Corp 
Selig Paper Co 

Willmonn Paper Co 

Newark The Paper Mort 
Forest Paper Co. of N./ 

Omoha Field Paper Co 
Western Paper Co 

Oshkosh, Wis. Oshkosh Paper Co 
Passaic, N.J. 


Philadelphia 


Inter-City Paper Co 
Gorrett Buchanan Co 
W. B. Killhour & Sons 
Plainfield, N.J. Stondord Paper Service 
Portiand 
Paper Mills Agency of Oregon, Inc 
Zellerbach Paper Co 
Richmond Virginie Paper Co 
Rochester Economy Paper Co 
C. J. Duffey Paper Co 
Beacon Paper Co 
Bermingham & Prosser Co 
C. J. Duffey Paper Co 
inter-City Paper Co 
Newhouse Paper Co 
The John Leslie Paper Co 
Salt Lake City Dixon & Co 
Western Newspaper Union 
Sen Francisco Bonestel!l & Co 
Commercial Paper Corp 
Seoboord Paper Co 
Wilson-Rich Paper Co 
Zellerboch Paper Co 
Scranton Elm Paper Co 
Seattle Kaplan Poper Co 
Sieux City Western Newspoper Union 
Sioux Falls, $.D. 
The John Leslie Paper Co 
Spokane independent Paper Co 
Spokane Paper & Stationery 
Syracuse A. Compenso 
Commerce Paper Co 
Ohio-Michigon Paper Co 
Poper Merchants 
Toronto Buntin Reid Paper Co 


Tulsa Tayloe Paper 


Walla Walla, Wash. 
Sryder-Crecelius Paper C 


Washington Frank Parsons Paper 
Wichita Wichite Paper Co 


131 State St., Boston 9, Mass., Richmond 2-2240 


210 Calif. St., San Francisco 11, Cal., Sutter 1-6123 


1151 S. Broadway, Los Angeles 15, Cal., Richmond 7-6126 


Lynn Peavey P.O. Box 15, Kansas City, Mo., Niagara 2-6450 
P.O. Box 383, Bessemer, Aia., Hamilton 8-1470 


21 West Street, New York, N.Y., Whitehall 4-0857 


Joe Piper 


Daniel Reich 


PENINSULAR PAPER COMPANY 


YPSILANTI © MICHIGAN 





a bad winter everywhere but from now 
on Florida is always delightful!” Only 
identification of sender was a cartoon of 
trademark character, Reddy Kilowatt, 
strumming a ukulele under a palm tree 
and shining sun. Nice work, Pat 


on 
eee 

SPEAKING OF BEING DIFFER- 
ENT ... Bill Clawson, ad director of 
Harris-Intertype Corp. shows a decided 
change of pace in a series of full-page, 
bleed advertisements being run in graphic 
arts trade magazines directed solely 
to printers. Most of pages consist of a 
two-color drawing of two characters talk- 
ing. A small box, 5” x 4%”, carries a 
hypothetical talk between the characters 
There is no trademark or company sig- 
nature on any of the ads. Just the men- 
tion of the name Harris in the conversa- 
tional shop talk. Best example of soft sell 
we've seen recently but mighty ef- 


fective 
— 


LIVELY LABEL PACKAGING by 
Avery Adhesive Label Corp., Monrovia, 
Calif, is designed to reduce handling 
costs for their many customers. Avery 
has converted packaging of their entire 
line into one-piece boxes, reported to 


save 25% storage and warehouse space. 


Striking yellow and black design of 
Avery's pressure-sensitive labels also pro- 
vides easy identification Avery ships 
more than 20,000 labels a day from 
plants here and abroad 


eee 


DIRECT MAIL IS HELPING to 
build the swimming pool industry into 
a $600 million expected volume in 1958 

a jump of $100 million over last 
year. Swimming pool industry estimates 
that $10 million was spent in 1957 for all 
forms of promotion Newspapers got 
about $2 million; magazines, a million 
same amount for classified phone books: 
$400,000 for radio and TV; direct mail 
had the balance of promotion job to 
tune of $5,600,000. From what we've 
seen (and observed the absence of) the 
direct mail part of program could be 
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DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc. .. . basic fabric manufacturers. . . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


the 


HICKEY MURPHY 216 East 45th Street 


division of New York 17, N. Y. 


JAMES GRAY INC. MUrray Hill 2-900° 





greatly improved by going after best 
prospects more aggressively. 

— 

eee 

A BEAUTIFUL BROCHURE has 

been produced by Abitibi Power & Paper 
Co., Ltd., 388 University Ave., Toronto 
2, Canada. Twenty pages, 11” x 8%”, 
titled “New Sounds in the Forest.” Tells 
fascinating story of how company (of 
which Provincial Paper Limited is a 
part) plans its forestry work. Describes, 
in striking full-color lithographed photos, 
all the steps in logging and delivery to the 
mills. It was published for educational 
purposes, for distribution in Canada. But 
USA readers might be able to shenagle 
a copy by writing a nice letter to H. P 
Hunt, ad manager of Provincial Paper at 
address given above 

— 


eee 

SPEAKING OF TYPE .. . Adver- 
tising Composition Inc., 305 E. 46th 
St.. New York 17, N. Y. has what is 
probably the smallest face ever cast 
It's on a single 6 pt. type slug. With it, 
ATC includes a small! folder which ex- 
plains: “On the end of the piece of type 
enclosed in this folder is the entire 
Ave Maria 
including punctuation. Only 6 points in 
size, it ranks as one of the outstanding 


26 words, 151 characters, 


accomplishments in the long history of 


DO YOU 


A PRODUCT OR A SERVICE 
BY MAIL OR HOUSE-TO-HOUSE 


Here Is A Proven 


DIRECT MAIL 


type founding . . .” You can't see it 
with the naked eye but a blown up 
proof proves it’s all there. 


eae 


[| DISNEYLAND DOES IT UP BIG: 
When west coast Disneyland officials 
wanted to picture their domain on color 


postcards, they found regular cards 
couldn't cover it all. H. S. Crocker, Inc 
of San Francisco solved the problem 

with some of the largest panoramic 
cards ever produced. Each picture offers 


SELL 


Package PROMOTION 
(Ready To Mail—Ready To Ship) 


If you have a mailing list and want a collateral 
item with proven results, here is a Nationally 
Advertised, prestige, wanted and dependable 
tool ensemble of exceptional value and full 
mark-up. (Proved by important companies in 


dozens of fields). 


Write today for sample mailing and complete 
information on how to get profitable results 
from your mailing list with minimum effort and 
with our warranty of NO MERCHANDISE 


LEFTOVERS. 


ALTHEIMER & BAER Inc. 
400 NORTH WELLS STREET, CHICAGO 10 
America’s Largest Merchandisers of Promotions 


an 11”, life-like vista of the giant park 
13 color cards displaying scenes of “To- 
morrowland”, “Fantasyland”, “Frontier- 
land”, etc. were also combined in a 
unique foot-wide self mailer, with a 
personal welcome message from Walt 
Disney 


eee 

“MISS ROBOTS NEWSLETTER” 
is a new direct mail promotion in 
England issued periodically by Vol- 
lerine’s Automatic Typing Service, Evelyn 
House, 62 Oxford St.. London W.! 
Written and signed by fictional “Miss 
Robot”, the letters tell how Vollerine’s 
Robotyper service works for London 
advertisers. Written in breezy style, Miss 
Robot's Newsletter does a fine job of 
building automatic typing identity for 
Vollerine’s 


7 UPCOMING PAPER MERGER: On 
June 4th, Oxford Paper Co. will pur- 
chase all outstanding capital stock of 
Champion-International Co. At the same 
time, Oxford will sign a long-term con- 
tract to supply paper for National 
Geographic magazine, of which Cham- 
pion-International has been a _ wholly- 
owned subsidiary. William H. Chisholm, 
president of Oxford, says there are no 
immediate plans to change operating 


Circular 
In 4 Colors 





Tidewater Oil Company stuffs 1,000,000 
invoices plus advertising pieces per month 
with the Phillipsburg Inserter! 


Phillipsburg Inserter installation at Tidewater Oil Co., Los Angeles 


Cycle Billing Problems ? : on ” Phillipsburg Inserter simplifies, speeds cycle biiling ! 


Manned by one operator, the Phillipsburg Inserter— with exclusive vacuum 
feed—stuffs invoices, credit cards, advertisements and return material into envelopes, seals, 
prints indicia, counts and stacks—at rates up to 6,000 pieces per hour! Pieces come off the 
machine fully processed ... accurately stuffed ... all ready for the Post Office. Tidewater 
is thus able to mail statements early, receive remittances promptly, audit on schedule and 


‘lose cycle time! 
close cycles on time N EVV | Phillipsburg Inserter with Feed Table eliminates 
* need for stapling bills. Send coupon for details. 


IMAGINATION 


~~ Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
Success to Inserting and Marling Machine Company 


Bell & Howell Phillipsburg Co., Phillipsburg, N. J 


Please send () “Wider Horizons” brochure 
Information on New Feed Table 


Name — 
Firm —- 
SS 


R-5-8 


All businesses can save with the Phillipsburg inserter! 
Mail coupon for “Wider Horizons" brochure... 





policies of Champion-International, long- tiveness). You can get complete results 

time producers of quality coated print- of the survey by writing to the maga- 

ing papers zine at 22-28 W. Putnam Ave., Green- 
wich, Conn 


PRESIDENTS and other key execu- 

tives in business and industry are moving ] REPLY-O LETTER celebrated its 
in for a closer look at their advertising 25th Anniversary on March 22nd 

programs. A management survey appear- with a reception and dinner at New 
ing in the April issue of Management York's Barbizon Plaza Hotel. The entire 
Methods shows that more presidents are staff honored Charles Binger, Reply-O's 
making personal decisions on advertis- well-known president, and Albion H 
ing including media selection, and Koestler, secretary-treasurer. Charles 
even copy writing. Of all presidents Binger established the Reply-O letter- 
surveyed, 45% plan advertising program return card format during the worst days 
themes, 43% select media and 40% of the depression and has built it 
insist on individual ad approval. 7% over the years into one of direct mail’s 
write and edit their own copy. De- most widely used and highly successful 
termining budget requirements is a job inquiry and order-getting devices. With 
shared by 78% (18% said they made main headquarters at 7 Central Park 
no effort to measure advertising effec- West, New York 23, N. Y., Reply-O 


Esieeck “~~ 


THIN PAPERS 


are nationally distributed 
by leading wholesale 
paper merchants. 


Reduce typing, mailing 
and filing costs. 





a 
For Thin Letterheads, W 
Copies, Records 
and Forms. — 


==> SEND FOR SAMPLES ¢m 
emer em 


ESLEECK MANUFACTURING CO. 
TURNERS FALLS, MASSACHUSETTS 


Oe RE a pre amas 9 NR ae ee ee 


now has offices in Boston, Chicago, 
Cleveland, Detroit and Toronto. They 
provide special letter and direct mail 
services for some 400 leading business 
and industrial organizations 
eee 

THIS FOOTSTEP COPY from O. H 
Roskam Advertising told about the 
firm’s recent move from 1430 Grand 
Ave. to 43rd & State St., Kansas City, 
Mo. Clever layout of the typed letter 
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described new facilities, and asked re- 
cipients of the letter to “Drop by and 
visit us.” “We hope it’s a step in the 
right direction,” says Dutch and Betty 
Roskam, creators of the footstep copy 


eee 

[) WE LIKE THE SLOGAN being used 
by Calhoun Federal Savings & Loan 
Assn., 15 Capital Ave. N. E., Battle 
Creek, Mich. on blotters and folders to 
promote its planned week!y savings sched- 
ule. “To Take the IF out of Life 

save for your retirement.” Appropriate 
typography and lettering emphasize the 
“if” both alone and in “life.” 

eee 

-) COVER LETTER OF THE MONTH: 
When Business Week magazine ran a 
special four-page “western style” ad in 
The Territorial Enterprise, the unusual 
Virginia City, Nev. paper mailed sample 
copies to business men. Attached cover 
letter signed by publisher Lucius Beebe 
and editor Charles Clegg read: “We have 
been advised that you eat raw bear meat 
and work in a gold mine. This qualifies 
you to read Territorial Enterprise, a copy 
of which is enclosed. Although the mes- 
sage on the center four pages of this 
issue Is going to puzzle hell out of our 
regular readers on the Comstock Lode 
it may possibly make sense to you and 
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Put your letters and your direct mail in orbit... 



















The orbit you seek when you put one letter or hundreds of thousands of 
letters in the mail is the highest level of attention. 






One of your important customers or prospects gets a stack of mail in the 





morning. Dozens of hum-drum, run-of-the-mill envelopes and one . . . yours... 





that stands out from the crowd. It is brilliant with captivating, full-color 






illustration . an illustration that starts to sell before the envelope is opened. 









And then, when the envelope is opened, the letterhead follows through. The 
fascinating qualities of the envelope are repeated and your man is in 






orbit . . . he’s into your message. 










‘“But,"’ you may be thinking, “‘who can afford the price of four-color 
process printing for envelopes and letterheads?”’ 






You can. 









We've knocked the spots out of the big costs. 100,000 4-color 
process envelopes and letterheads, just $16.85 a thousand for both. 
That's not so far away from what you pay today for two-color 
printing, is it? But stop and think about the other economies you gain. 












Using full color takes your mailings from the bottom of the pile to the top. 
Your results, your prestige, your sales go up to the top, too. 






And because the color wins and holds attention you can shift from first class 
postage to third class without losing one bit of effectiveness! 












All that’s needed to get started is a good color transparency from you. 






1. Think . . . what can you illustrate most effectively? Your product. . . 
ee People enjoying the benefits of your product or service . . . Your plant... 







(Please turn the page) 





This is a sample of SELL-Velope natural color stationery on 24lb. Mead Bond — 25M SELL-Velopes and letterheads $24.70 per M 


This is a sample of SELL-Velope natural color stationery on 24!b. Mead Bond — 25M SELL-Velopes and letterheads $24.70 per M 


Your office building . . . Visions of people’s dreams that you can help bring 
to reality . . . Your president or founder. & 


You may have a color transparency on hand . . . A local photographer can 
make one for you quickly and well . . . Your advertising agency can supply 
one for you . . . Several commercial photographers have stock color 
transparencies on hand and may have the perfect one for you . . . You can 
send us exact details on what you want and we'll get one 

or have one made for you at cost. 


Send us the transparency and whatever copy you want on your envelope 
and letterhead . . . Send us a layout or ask for our free layout service. 


Yes, the steps are easy. Take them now. Get the project into orbit and this we'll 
guarantee . . . you'll be fully, richly, happily delighted with the sparkling, eye-opening 
quality* of the work you'll get from us. You'll see and approve full color proofs. 
Delivery will be faster than you thought possible. You'll be more than pleased with the 
fine watermarked 24 lb. bond-paper for the letterhead and the blue-white 24-substance 
white wove of the envelope. 








Start the count-down today, and be sure to drop us a line now telling us of your plans so 
that we can schedule your job well in advance. ® 


Cordially, 
COLORTONE PRESS 


a D> 
VO y 
Al Hackl, President 


* Over a dozen national printing awards for excellence and outstanding 
skill in craftsmanship. 


Compare These LOW PRICES 


FOR ENVELOPES AND LETTERHEADS 
IN FULL COLOR 


(Printed on one side with Full Color picture 


100,000 each, $16.85 per m for both 
50,000 each, 20.70 per m for both 
25,000 each, 24.70 per m for both 
12,500 each, 33.70 per m for both 


COLORTONE | 
2412-24 17th St., N.W., Washington 9, D. C. 
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NEVER BEFORE OFFERED 


Personalised 


LETTER 
AS LOW AS 


* 


YOU GET ALL THIS: 


® Letterhead One Color on 25% Rag Bond 
Salutation Fully Personalized 

@ Letter With Typewriter Impression 

@ Signature in Blue Ink 

®@ Letter Folded and Inserted 

© You Get Printed Envelope 

© Your Postage Applied 


WRITE FOR PARTICULARS 
GIVING YOUR REQUIREMENTS 


*Price on Five Mailings of 25,000 Each. 
Two Mailings of 2,000 Each as Low as 13'4c. 


LETTERS 


N C O R P 2) Rn 


404 E. Capitol Ave., Little Rock, Arkansas 
Telephone FRanklin 6-2451 


our far greater national circulation, em- 
bracing 48 states and 6 foreign coun- 
tries.” If you want to see Business Week's 
message—and a most unusual newspaper 

write to the Enterprise in Virginia 
City, Nev 


eee 
AN AUTOMATIC LINE COUNTER 
is now available for auto-typist machines. 
The new attachment counts the number 
of lines as they are typed on each page, 
and stops typing at any preset line 


number. It eliminates need for the oper- 
ator to stop typing at bottom of each 
page on two or three page letters. The 
counter can be set to shut off on any 
number of lines from 1 to 60. You can 
get more information by writing to 
American Automatic Typewriter Co 
2323 N. Pulaski Rd.. Chicago 35, Il. 
— 
eee 
AMERICAN MANAGEMENT AS- 
SOCIATION’S comprehensive promotion 
for their big National Packaging Exposi- 
tion this month (New York Coliseum, 
May 26-30) included a complete “Pocket 
Guide To Packaging In New York.” The 
16-page, three-color booklet outlined how 
the exposition would “span the entire 
packaging field” with more than 400 
exhibitors. Dramatizing packaging in 
New York, the guide offered “a brand 
new opportunity to combine a full work- 
ing week of packaging education with 
two wonderful weekend holidays.” An- 
other outstanding AMA promotion 
“package” 
— 
eee 
DMAA ST. LOUIS CONVENTION 
promotion is in full swing . . under 
the direction of M. W. Finkenbinder 
Finkie’s” responsible for those “Meet 
Me In St. Louis” teaser ads now running 
in The Reporter ‘ and has many 
other promotion tricks you'll see pop 
out of his sleeve during the summer 
He'd also like others to roll up their 
sleeves and help promote the St 
Louis Convention as the biggest, best 
ever. One idea is for everybody to use 
a specially-designed convention postage 
meter ad in their Pitney Bowes machine. 


MAY, 1958 





It’s ts ae 


x 


Rep ‘be personal 
a 


- 


m atically 


ca ne 


.etters, 


| os fe 


* 





- 


Pp ' HERE’S PROOF: 


PROFITABILITY TEST 132 


User: Americon Bonker New York, 
N. Y. A daily banking news 
paper selling odvertising space 





500 Processed Letters 
500 Automatically Typed Letters 


Processed Letters $ 60.00 
Automatically Typed 
Letters 160.00 


In Or- 
Return: quiries ders Soles 


Processed 

letters 0 0 $000.00 

Avtomati- 

cally Typed 

Letters 12 1 $750.00 
Profitability: 

Processed Letters minus $60.00 


Automatically Typed 
Letters plus 590.00 





F* small or large runs of superbly per- 
sonal Automatically Typed Letters see 
your local member of “The Guild of Avto- 
matically Typed Letter Producers” today. He 
vses his own facilities for smaller runs and 
the combined facilities of 15 member firms 
(hundreds of automatic typewriters) for large 
runs needed on extremely fast schedules. 


BOSTON American Mail Advertising, Inc. 


610 Newbury Street 


CHICAGO Specialty Mail Services, Inc. 


6330 North Clork Street 


Cleveland Letter Service, Inc. 
740 West Superior Avenue 


CLEVELAND 


DALLAS Commercial Printing and 
Letter Service Co. 
1015 North Howkins St. 
Holbrook Associates 
Box 8011 


Advertising Letter Service 
2930 East Jefferson Avenue 


DETROIT 


LOS ANGELES Robotyping Company of 
California 
1061 Ingraham Street 


Joe Ott Advertising Printing 
& letter Service 
422 North Water Street 


MILWAUKEE 


MINNEAPOLIS Gile Letter Service 
723 Third Avenve South 


Ambassador Letter Service 
Company 

2050 Bellmore Ave., 
Belimore, 1. |., N. Y. 


PHILADELPHIA The Connelly Organization, Inc. 
1010 Arch Street 


NEW YORK 


Advertisers Associotes, Inc. 
1627 Penn Avenve 


SAN FRANCISCO Bium's Direct Advertising 
Agency, Inc. 
809 Mission Street 


PITTSBURGH 


Curtin & Pease, Inc. 
1814-16 Jefferson Avenve 


TOLEDO 


WASHINGTON, International Business Services 
D.C. 1026-20th Street, N. W. 


It’s PROFITABLE 
to be personal 


Finkie will supply artwork for the slug 
. to make Sept. 10, 11 and 12 three 

well-attended days in St. Louis. If you'd 
like to cooperate write to him at 
Lisle M. Ramsey & Associates, Inc., 
404 S. 4th St.. St. Louis 2, Mo. 

— 

eee 
7) A. G. MACKIE, public relations man- 
ager of Provincial Paper, Ltd., Toronto, 
Canada, is now a member of the Direct 
Mail Advertising Assn. Board of Gov- 
ernors. He's filling the Canadian va- 
cacy left by recent resignation of board 
member R. Douglas Myles, who served 
as Canadian vice-chairman. Doug Myles’ 
heavy schedule as new circulation man- 
ager of Keader's Digest in Montreal made 
it necessary for him to resign from or- 
ganized DMAA activity. A. G. Mackie 
will serve on the board for the balance of 
the year. 

eee 

THE ADVERTISING INSTITUTE 

OF ATLANTA had its 9th Annual Meet- 
ing last month at Atlanta’s Dinkler Plaza 
Hotel. Sponsored by the Atlanta Ad 
Club, Art Director's Club, Emory Uni- 
versity and Georgia State College, the 
two-day educational conference (April 
17-18) attracted about 200 advertising 
men from all over the South. Among the 
faculty of featured speakers were Arthur 
E. Burdge, president of DMAA and J. S 
Roberts, Retail Credit Co ; who 
covered direct mail subjects 


DIRECT MAIL ECONOMIC NOTE: 
Total direct mail advertising volume 
from the beginning of this year through 
March 8th was $320,976,000 according 
to Post Office figures released by the 
Direct Mail Advertising Assn. This shows 
an increase over the $318,593,000 spent 
on the medium during the same period 

in spite of this year’s business re- 
cession. “As business gets more com- 
petitive,” says DMAA president Arthur 
Burdge, “we expect more and more ad- 
vertisers will increase their use of direct 
mail to help promote sales.” 
— 


“PAY-OFF” PUBLIC RELATIONS: 
When The Public Relations Board of 
Chicago pays their bills, checks are sent 
in a specially-created folder . designed 
to create public relations “at home.” 
Copy on the folder reads: “Here is our 
check. We hope you made a profit on 
us for we like to do business with 
you and only by profitable transactions 
can you continue to prosper. As the 
occasion arises, we trust you will recom- 
mend our services . for as we grow, 
so will our need for what you sell.” 
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The p.r. firm at 75 E. Walker Drive 
finds their check holder improves rela- 
tionship with suppliers . . . creates better 
business contacts. A good idea! 


eee 
[") THE AUTOMAILER is a new 
machine which provides paper gather- 
ing (feeding-collating), folding, nesting, 
inserting, sealing, counting, postage 
metering and stacking . . . all in one 
operation. Manufacturer says it can com- 
plete up to 6,000 envelopes per hour 
with only one operator needed. The 


multi-purpose machine handles most 
commonly used sizes and types of 
envelopes and sheets up to 9” x 14” 
Although automatic, manual feed posi- 
tions are provided for feeding of in- 
dividual operations. You can get com- 
plete information and price by writing 
to Office Dynamics Corp.. 9876 Wilshire 
Bivd., Beverly Hills, Calif 


eee 
MEAD WHITE WOVE ENVE- 
LOPES are getting a promotion push 
in a series of three direct mail folders 
sent to 28,000 printing plants 
throughout the country. Quantities of 
envelope stuffers are also being provided 
to 75 authorized Mead paper merchants 
who distribute the envelopes. The whole 
promotion was developed in conjunction 
with Union Envelope Co. of Richmond, 
Va. and Niagara Envelope Co. of Buffalo, 
N. Y .. the two companies who manu- 
facture Mead White Wove Envelopes 
eee 

THE NEWSLETTER FORMAT 
works fer mail order, too! Leslie Crea- 
tions, sophisticated mail order sellers of 
Lafayette Hill, Pa., have tried many 

different, off-beat catalog formats 
miniatures, single-sheet offers, etc. But 
Jack Leslie says their recent newsletter- 
style catalog (a 4-pager) has brought 
the best returns of all. Featured a 





friendly letter from Jack on page one 

then showcased 25 top-quality items 
Most interesting of all is the fact that 
the high-return mailing announced: 
“Sorry, no COD’s or Charge Accounts.” 


DRAMATIC PHOTOGRAPHY high- 
lights the cover of a descriptive company 
booklet just published by Culbert Pipe 
& Fittings Co., 301 West Side Avenue, 
Jersey City, N. J. A head-on view of 
stacked pipe forms a striking pattern 
carried on both front and back covers 
Inside pages show behind-the-scene views 


of Culbert warehouses and special equip- 
ment ... and lists 21 companies whose 
products are handled by the Jersey City 
industrial distributors. Designed by David 
Singer Associates, 44 E. 53rd St., N. Y., 
the pictorial booklet is being mailed to 
Culbert’s list of oil and chemical pros- 
pects and customers 


PROFIT PROTECTION through a 
new management technique is outlined 
in a booklet published by Manpower, 
Inc. Titled “The Controled Overhead 
Plan,” it details substantial savings pos- 


IN GOOD COMPANY... 


If you've ever glanced through our Portfolio, you'd have noticed 


how many different kinds of businesses find it profitable to use 


our “built-in” reply card (or envelope) to add more “pulling power” 


to their direct mail promotions. 


You'd notice, too, the stature of each individual company . . . many 


of them leaders in their particular field. This fact in itself would 


tell you that when your direct mail promotions take advantage 


of our RETURN-A-CARD format and our creative and production 


organization . 


. . you've merely confirmed the judgement of 


executives in some of our country’s largest and most 


successful companies. 


SALES LETTERS, ixcorronaren 


155 West 23rd Street 


New York 11, N.Y. * Tel. WA 9-2680-1 


SALES OFFICES: Nework, Philadelphia, Chicago 


sible by using Manpower temporary 
office help. Basis of the plan is from 
a special research study made on over- 
head costs of fringe benefits, record 
keeping, turnover, compensation costs, 
etc. You can get a free copy by writing 
to Manpower, Inc. at 820 N. Plankinton 

Ave.. Milwauk >, Wisc 

— 

eee 
A REAL “BANG-UP” PROMO- 
TION: When Iver Johnson Arms & Cycle 
Works, Inc. of Fitchburg, Mass. recently 
introduced a new revolver for sportsmen 
they did it with a bang literally! 
An ad insert created for Sporting Goods 


~ 


Dealer magazine contained three .22 


$35” 


calibre bullet holes right in the middle 
of the page. Iver Johnson blasted the 
inserts to show barrel accuracy of their 
new “Trailsman”™ Model 66 revolver 
(through close group pattern of the 
holes). Shot-up reprints of the ad are 
also being used as catalog sheets, dealer 
mailings and counter give.way promo 
tion. Ingalls-Miniter-Haughey Co. of 
Boston, Mass. was the agency that zeroed 

in this realistic idea 

_ 

eee 
THE + SIGN = OF = GOOD 2 
BLOTTER + COPY: For many years 
McCormick-Armstrong, Inc., printers at 
1501 E. Douglas, Wichita, Kan. have 
created a series of stylish self-promotion 
calendar blotters. Their April, "58 cal- 
endar was framed with a _ bold-stroke 
design which looked like the sign: # 
Copy read: “This # has a many-side 
personality. Your printer thinks of space 
when he sees #. To a musician, # 
is a sharp. In chess, # is a check. The 
versatile # may mean a pound. A 
reporter ends his story with #. Its frame 
is # commonly used for tic-tac-toe 
# (illustrated with ‘McA’ inside) means 
sharp selling ideas packing lots of weight 
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’ ° “The time has come” the Walrus said, “to talk of many things.”’. . . 
hey Il live ate 
they IVE 


Lewis Carroll told a story to three enchanted children. 


? . . , . 
rar Today, the characters of Alice in Wonderland are immortal. 
forever... . : 
Projected by print and paper to the far corners of the earth, 
th rol igh they entertain and educate children of all ages. 


Preserving great literature is only one of the many ways 


pri nt ani | a] e r print and paper serve everyone, everywhere, everyday. 


INTERNATIONAL 





TICONDEROGA PAPERS 


Long famous for press performance, appearance and economy, the Ticonderoga 
family now features a sparkling blue-white TICONDEROGA OFFSET that further enhances 
faithful reproduction. Plus a quick drying, new blue-white TI-OPAKE of 
good opacity in both smooth and vellum finishes; in new weights and sizes. 
And TICONDEROGA TEXT that offers colonial and polar whites, and 7 beautiful colors, 
with companion COVERWEIGHT. 

Ticonderoga Papers are ideal for broadsides, booklets, announcements, 
brochures, travel folders, house organs, book jackets, programs, menus, calendars, catalogs, 
prospectuses, inserts, etc. Outstanding results with both letterpress and 
offset lithography. Ticonderoga Offset, Text and Ti-opake 
are now available in wrapped packages of 84” x 11” for offset duplicating presses. 


Call your local paper merchant for samples. 


OTHER FINE QUALITY ADIRONDACK BOND SPRINGHILL MANILA TAG 
ADIRONDACK LEDGER SPRINGHILL VELLUM-BRISTOL 

MILL BRAND PRINTING PAPERS BEESWING MANIFOLD LOUISIANA COLORED TAG 

BY INTERNATIONAL INTERNATIONAL DUPLICATOR OTIS BRISTOL 
INTERNATIONAL MIMEO SCRIPT HUDSON BOOK 
INTERNATIONAL OFFSET HUDSON COVER, C1S 
SPRINGHILL INDEX HUDSON LABEL, C1S 
SPRINGHILL COLORED INDEX HUDSON LITHO, C1S 
SPRINGHILL POST CARD EMPIRE BOOK 
SPRINGHILL WHITE TAG WINN BOOK also 

CONVERTING PAPERS 


your most dependable source of supply 


INTERNATIONAL 


CONDEROGA OFFSET. BASIS 80 


FINE PAPER & BLEACHED BOARD DiVISION 


NEW YORK 17 ~ 





into messages surrounded by space. You 
win every game with fine printing from 
McCormick-Armstrong. 


_ 
eee 


C1) “IF YOU'RE SELLING TO THE 
PETROLEUM INDUSTRY”... you 
should have a new booklet by that title, 
published by Oil & Gas Journal, P.O. 
Box 1260, Tulsa, Okla. It’s a combined 
directory of petroleum industry direct 
mail lists and services offered by the 
trade magazine. A thorough job 
containing many helpful hints for reach- 
ing all types of people in the oil indus- 
try; and telling how to figure exact direct 
mail costs of different mail formats to 
do it. You can get a free copy by writing 
to Daniel B. Miller, manager of the 
magazine’s Direct Mail Division 
—— 
eee 
U. S. METERED MAIL VOLUME 
exceeded the one billion dollar mark 
in 1957 according to figures in 
Pitney-Bowes 38th annual report. Postage 
meters now account for nearly half of 
all U. S. postage revenues. This rep- 
resents a gain of 544% in metered mail 
volume over 1956. The overall report 
does a wonderful job of describing the 
many functions of Pitney-Bowes, Inc. in 
Stamford, Conn. Dedicated to “The 
Office Worker”, the report was mailed 
to 7,900 stockholders and 4,100 em- 
ployees in March 
— 
eee 
CLASSIC READY-MASTER is the 
name of a new hecktograph master which 
Columbia Ribbon & Carbon Manufac- 
turing Co. says will completely eliminate 
finger ink stains. Columbia's new Classic 
Ready-Master Unit features a pure white 
border around the hectograph coating 
so fingers don't have to touch the 
carbon. Also has “Tru Guide” indicia 
on the face of the folded master. The 
new hectograph unit is available in purple 
or black; sizes 84%” x 11” or 84%” x 14” 
You can get prices and more information 
by writing to Columbia at 303 Herbhill 
Rd., Glen Cove, N. ¥ 
eee 
THE PRINTING INDUSTRY OF 
ILLINOIS, INC. has a new colophon 
designed by Mrs. Elizabeth Repass 
of Repass Letter Service. She won the 
$100 first prize in PII's Colophon Con- 
test with a handsome red and black 
design. Competition was judged by Leon 
Mrkvicka, American Academy of Art 
instructor and Walter Soderholm, presi- 
dent of the Calumet Ben Franklin Assn 
The new coldphon will be used on Pil 
letterheads, invoices, envelopes and other 
printed material 
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SOUND-O-GRAPH 


Sound-O-Graph, Inc., at 11 West 42nd Street in the City of New 
York purveys playable plastic printed platters for promotional, 
premium and diverse other purposes. Your inquiry is cordially 
solicited, with the understanding that it may be related to or 
completely different from the following applications: 


[) SEASONABLE PROMOTION. 
Plan ahead to have sound — talk, song 
or music — help carry seasonal promo- 
tions with a lilt. Good direct mail or BLOSSOM, SNOWFLAKES 
give-away piece. Appropriate. ADAPTABLE! 


BUILD A FREE LIST. 

Customer (who balks at publicity) 
wanted unobtainable list of 25,000. Re- 
ceived free publicity with Sound-O- 
Graph record and kit, sold record kit to SELF LIQUIDATOR. BUILD 


a sot . A UST AT NO COST TO 
more than five times original estimate. wee Ceasoean 





NEW PRODUCT 

ANNOUNCEMENT. 

Picture the product . . . and talk about 

it out loud . . . on a Sound-O-Graph STAR DIE-CUT TO 
record. TIEINS PRODUCE 


PACKAGE A PREMIUM. 
Put a nearly indestructable Sound-O- 
Graph record on the outside of your 
package to boost sales . . . or place it 
inside a transparent package. 


CATCH CUSTOMERS. ge 


Perfect for openings, traffic-builders, to —— eee 

we ' 1E-IN. 

keep prospects reminded of your goods Soa 

OF Services. RECORD STANDS 
ON ITS OWN FEET 


FLOOD THE MAILS FOR 6% 
with a saturation attention-getter. Your : ENVELOPE 

be — ; OR ANY SIZE 
heard and noted” rating will amaze fs 

you. Everybody loves records. Why be! 

fight it? Cash in on that affection! me, 


, » TALKING 
WIN A BOND. HANG TAG... 


We'll send a $25 bond for each original | OR ALCOHOL— 
idea we use in our ads, which has not jaa 
already been used by a customer. 


SOUND -O- GRAPH INC. 


11 West 42nd Street NEW YORK 36, N. Y. 

N. B, We will step in at any point . . . from working up original 
copy ... to using your tape .. . to produce the record 
that speaks for itself —-and you . . . plastic laminate, 
styrene or vinyl. 





BECAUSE mailing lists are the “heart” of every 
direct mail program. 


/ BECAUSE the way in which lists are maintained, 
Let Ss Ta ke an selected and used can determine the success or failure 


of a direct mail campaign. 
O b | ec t ive L 0° k BECAUSE there is a growing need for better under- 
standing . . . on the part of list users and owners alike .. . 
At M a j | , n g L , S ts of the vital importance of mailing lists. 


PLANNED CIRCULATION is pleased to announce 
its sponsorship of a new series of expert studies on success- 
ful and efficient mailing list practice. 





THE FUNCTION OF 
MAILING LISTS IN 


DIRECT MAIL ADVERTISING 


A Series of Independently Prepared Studies 
Sponsored by Planned Circulation for the 
Betterment of Direct Mail Advertising 











Written by leading practitioners and executives, these studies 
will cover important phases of mailing list usage — how to main- 
tain them for maximum service, how to use them with maximum 
effectiveness. 

The studies will be published periodically in individual pam- 
phlets and distributed free of charge as a service to both list owners 
and users. 


WRITE OR PHONE — Make certain that you are on our list to 
receive these valuable studies. No obligation, of course. 


PLANNED CIRCULATION ster serthe mecuir 


A LIST BROKER DEDICATED TO THE CUSTOMER’S INTERESTS Owner 
19 West 44th Street New York 36, N. Y. Murray Hill 7-4158 





HIGHLIGHTS FROM 
DIRECT MAIL DAY IN CHICAGO 


ELL OVER 500 PEOPLE turned out at Chicago’s Hotel Morrison on April 

9th for the Windy City’s 5th big Direct Mail Day. Presented under the 
banners of Mail Advertising Club, Federated Advertising Club and 16 other 
local organizations, the all-day conference was a whirlwind of concurrent 
activity. Many said it was impossible to attend all the sessions in action. But 
the total output of sound direct mail ideas and information made available 
should be credited to seven top flight committees who worked under general 
co-chairman John T. Maguire of the University of Illinois, and Oscar Palm- 
quist of Buckley-Dement Advertising Corporation. 

The busy morning was devoted to power-packed Workshop Sessions, each 
including a panel of top experts in their fields. The flow of ideas and helpful 
information was tremendous. Presented in informal “workshop” style, sub- 
jects covered were Industrial (Howard Jarvis, U. S. Gypsum Co., chairman ) ; 
Vail Order (Lois Winterberg, 4-H Supply Service, chairman ); Retail ( Budd 
Gore, Chicago Daily News, chairman ); Financial (William N. Flory, Harris 
Trust & Savings Bank, chairman) and Magazine Circulation (Stanley Roy, 
Office Appliances, chairman. ) 

The noon luncheon featured an eye-opening talk about how agencies really 
think of direct mail . . . delivered by Charles E. Garvin of J. Walter Thomp- 
son. He was followed in the afternoon by another eye-opener . . . Dr. Sidney 
J. Levy of Social Research, Inc.. who psychoanalyzed consumer attitudes 
about direct mail. 

Charles E. Garvin's and Dr. Levy’s talks are presented here . . . as two out- 
standing highlights of Chicago Direct Mail Day. They both answer some pro- 
vocative questions ... why agencies aren’t hysterical about direct mail per se; 
and why the medium might have an inferiority complex. 





DIRECT MAIL’S BIG 
CHALLENGE: TO MEET 
TODAY’S CHANGING 
MARKETING REQUIREMENTS 


by Charles E. Garvin, 


Direct Mail Group Head 

Although he’s now directing an important marketing function for an agency J. Walter Thompson Company, New York 

"D LIKE TO DENY that I'm a “direct 
mail man.” If I can be classified 

as anything, I’m a “marketing man.” 


sentence here. Before joining JWT, he was knee-deep in successful mail order 


gient, “Chuck” Garvin is more of a “direct mail man” than stated in his opening I 
selling as sales promotion manager of Dovbleday’s book club operation . . . and 


as advertising director for Famous Artists Schools. As direct mail supervisor at 
JWT, he’s now concerned with overall marketing requirements. It was these 
marketing requirements he outlined well in his featured luncheon address at 


Chicago Direct Mail Day. His six-point presentation should be an inspiration for 
everyone using the medium. Agency interest in direct mail is on the upswing . . . 
but only in relation to what it can do as on integrated marketing function. As 
“Chuck” puts it: “Agencies have no intention of carrying a torch for direct mail.” 
It’s up to you te change some of the worn-out notions about the medium .. . 
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This distinction is real and important 
to me; and I think it’s important to 
you, as you'll see, I'd also like to 
point out that agencies have no in- 
tention of carrying the torch for 
direct mail. And, (I hasten to say 
this after the last statement) I don’t 
want to create the impression that 





HIGHLIGHTS FROM 
DIRECT MAIL DAY 
IN CHICAGO 











I'm speaking for advertising agencies 
as a whole, or my own agency in 
particular. 

Rather, the intent of my remarks 
is to give you one advertising agency 
employee's reactions to several years 
of intimate daily contact with the 
medium of direct mail — national 
consumer direct mail; not mail order. 
not trade mailings . . . but mailings 
made by national advertisers like 
Ford Car and Truck, Shell, Ward 
Baking’s Tip Top Bread, J. B. 
Williams’ drug products, and dozens 
of others. (Incidentally, these mail- 
ings were executed through the JWT 
advertising agency on a commission- 
able basis, just like any other medium 
would be handled.) 

I said | was a marketing man, 
rather than a direct mail man. And | 
suggest you consider yourselves the 
same. Why? Well, let me describe 
today’s marketing situation as it 
affects the advertising agency . . . or, 
again, my own thoughts about it. 


SIX POINTS YOU SHOULD 
CONSIDER: 


Point #1: 

The advertising agency recognizes 
that today there is an urgent need for 
getting the complete product story of 
our advertisers in the hands of pros- 
pects. More than that, the advertiser 
of hard goods such as automobiles, 
refrigerators, television sets and the 
like wants to provide his prospects 
with a kind of showroom-in-print, in 
which the prospect can browse—and, 
with his family’s help, select a par- 
ticular model of our particular make 
to buy. 

Which medium gives the adver- 
tiser the elbow room he needs to tell 
the complete copy story and show 
the complete line in the most 
appealing way possible? You guess. 
Point #2: 

In today’s economy, the advertiser 
wishes to precipitate the maximum 
number of sales in the fastest possible 
way. He wishes to bring pre-con- 
ditioned prospects face-to-face with 
salesmen who can close the sale. He 


is familiar with the experience of a 
(Continued on Page 57) 


“Agencies have no intention 


of carrying a torch 
for direct mail” 


. . . but the strong undercurrent of their interest in direct 
mail can affect you in the long run. Why? Because new 
standards of direct mail effectiveness can come into 
being. The result can be competition of a kind most 
people in direct mail have not seen before. 

People and firms that have been using and selling direct 
mail in the same old way for years may have to change a 
few of their old notions . . . if they are going to take full 
advantage of the ad agency interest in the medium. For 
example: 


@ Do you think there is a “standard” rate of return 
for keyed response mailings—maybe 2%? If so, 
you may be surprised to learn that the response 
obtained for one JWT client was between five 
and ten times that amount. 


Have you ever said an advertiser can’t do an ade- 
quate job of both telling the product story and 
getting a satisfactory response rate of Business 
Reply Cards? If so, you'll be interested to know 
the mailing I've just mentioned is exactly that. 


Have you ever denied that there is a relationship 
between the reputation of the firm or product, 
and the rate of coupon returns from its direct 
mail? If so, the building of a better national repu- 
tation for another <f our clients doubled his direct 
mail response from his own prospect list. 


Are you married to the idea that the first re quire- 
ment for a good list is that it be composed of 
people who have responded to mail previously? 
If so, you may not have even begun to realize 
your full market potential. The great opportunity 
for tomorrow’s list brokers is the need to have 
them serve as market analysts. 


The value of the agency is that it is an objective source of 
marketing advice for its clients. The good agency has no 
axe to grind against direct mail, or for any other medium. 
But right now there is a surge of agency interests in the 
marketing function which direct mail can perform. It is 
this interest and influence which challenges you . . . to do 
your direct mail jobs with greater efficiency and greater 
vision than ever before. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





DIRECT MAIL’S 
PSYCHOLOGICAL PERSONALITY: 





WHY IS IT A “DEFENSIVE” MEDIA? 


Does direct mail have an inferiority complex? It could have, said this experi- 
enced psychologist who told the Chicago Direct Mail Day audience why direct 
mail wos o “defensive” media. Dr. Levy, a Ph.B., M.A., Ph.D. and astute prober 
on the reasons people buy, is well known for psychological methods and motivo- 


tion research. Here, he puts direct mail on the couch . . 


. and reveals what's 


behind the personality. He maintains different people react differently to the 


medium . 


and there's too much generalizing about both its pros and cons. 


Whether you agree with his researched analysis or not, it’s an interesting study 


of direct mail’s hidden “id”. 


Q™ OF THE THINGS that seems 
apparent to us as researchers is 
that direct mail is possibly the most 
defensive media. 

The notion that direct mail is a 
defensive media, (that there tends to 
be a fair amount of prctest of its 
people in- 
leads to some inter 


virtues on the part of 
volved in it), 
esting speculations as to why this is. 
What is involved in the nature of 
direct mail that would foster this? 

We find that certain! 


of many. 


in the eyes 


many consumers, direct 
mail is subject to an array of un- 
happy 


people involved in it are always in- 


generalizations. Of course, 
sisting it is not the evil thing that 
some of the complainers attribute to 
it. But practitioners will 
criticize the black sheep in a more 
intense and critical way than they do 


certain 


other media. 
There was a report put out some 
started out 


few years ago which 


showing some ol these defense 
mechanisms . . . and then led to 
“defend” vigorously for many, many 
The form of defense brought 
“We succeed, we succeed 
This particular 


report went on, for page after page, 


pages. 
forth was: 
and we succeed.” 
demonstrating the percentage of re- 
sponse until one got the feeling, 
“Why all the protest what are 
you trying to prove?” 

One of the prime issues involved 
is the generalization: “People throw 
direct mail into the waste basket.” 
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Direct mail people deny and do not 
believe this. So that is a part of the 
protest. Another outgrowth of this 
is that if the prime issue is that 
“people throw it into their waste 
basket,” then the prime solution is to 
make it interesting . . . by making 
it personal. So we have another step 
here that is interesting. 

Over-generalization has a_ rather 
stifling quality that tends to inhibit 
the individuality of thought. In this 
sense then, direct mail is like a scape- 
goat. | think it might be worth while 
in looking at what produces that. 

People say that direct mail has 
been very attractive, that it entails a 
lot of hard sell . . . having in mind 
certain kinds of circumstances and 
particular kinds of things. However. 
what seems to be involved more than 
that is that people are projecting 
on to direct mail a guilt they feel and 
an anger they feel at times . . . be- 
cause of the situation in which they 
find themselves. 

Direct mail is very 
compared to much other advertising, 
no matter what its specific form may 
be. Merely because it comes in the 
front door, presents itself to the in- 
dividual. he has to deal with it. He 
has to take it into his hands and come 
to some decision about it. He has to 
react, respond to it in some way. 
The effect of this is to force the in- 
dividual to consciously think about 
the issue. 

Now, this has many repercussions 


personal as 


by Dr. Sidney J. Levy, 
Psychological Research Director 
Social Research, Incorporated, Chicago, Ill. 


because, for many, many people, 
decision-making is not comfortable. 
Having the issue put in their hands 
in this manner, they tend to be irri- 
tated . . .just as there are those kinds 
of people who make us sensitive to 
morality because they seem very 
moral. We tend to resent them be- 
cause we do not want to be thinking 
about our morality so much, and 
these people make us sexually pro- 
vocative. The moral people are irri- 
tated by that . . . because they did 
not want those impulses stirred up. 


Here. likewise, we have the im- 
pression that the individual is hostile 
to direct mail because “he does not 
want his thinking process stirred up.” 

An extreme example of that is the 
kind of situation people have in con- 
nection with salesmen. Direct mail 
is a moderate version of the man 
who comes to the door and tries to 
sell you something . . . who also 
creates a great deal of discomfort 
and mixed feelings because he too 
has to be dealt with. Either rejected, 
or submitted to in terms of what he 
has to sell, people do not like this. 
They are forced into a decision. To 
say “no” is often a source of 
irritation. 


People are often more violent in 
their rejection than they otherwise 
would be. They now have to do 
something with regard to it; and so 
it now gets tossed into the waste 


(Continued on Page 61) 





A young mail order newcomer has been 
riding high in the pages of Playboy 

with a playful product that’s become 

a college craze. His exciting experience 

is living proof that there’s always room 

for a new mail order idea .. . even a crazy one! 


THE STORY OF AN OLYMPIC 
MAIL ORDER CHAMPION 


by Ed Boyce, President 


Campus Casuals Co., Richmond Heights, Mo 


Reporter's Note: Ed Boyce is a 21-year-old, fresh out of college, 
newcomer to the mail order field. Last Fall he went into a 
store to buy a pair of sweat sox . . . and came out with an idea 
which netted him over $75,000 in four months time. Ed himself is 
somewhat bewildered by it all, and admits that the nature of his 
zany item is such that the novelty is bound to wear off in time. 
But he’s now in business . . . and feels sure he can find another 
“champion” to strike it rich again. Win, lose or draw, Ed Boyce’s 
first mail order experience is one of the most interesting case 
histories we've ever come across. 

Here's the story, told in his own words. . . 


we I WENT into mail order in 
the autumn of 1957, I had all 
the innocence of an angel and the 
naivete of a child. Armed with my 
ignorance and $284.00 in cash, I 
undertook a project I wouldn’t have 
dared to tackle, had I had the ex- 
perience then that I have now. 

It all began when I went into a 
sporting goods store in Clayton, Mis- 
souri one day to buy a pair of sweat 
sox. I saw a sweat shirt with an at- 
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OLYMPIC DRINKING TEAM 
WARMUP SWEATER 


Excellent warmup garment for drink 
ing bouts, beer busts, and other 
sporting events. 

Made of quality cotton fleece-tined 
fabric in white, red, or blue. Sizes: 
S, M, L, & XL. 

Satisfaction guaranteed. 

Only $5.75, postage free. Send check 
of money order to 

CAMPUS CASUAL CO. 


P.0. Box 3493, Richmond Hgts. 17, Mo. 








This two-column ad in Playboy magazine created the 
bonanza for Ed Boyce’s new Campus Casual Company. 
Copy written by Playboy staffer Anson Mount brought 
an avalanche of orders from the first insertion 

netting Ed Boyce $75,000 in the first four months. Re- 
peat insertions have brought in over $400,000 worth 


of orders. 


tached hood . . . which looks like the 
warm-up jackets football 
players. On the back was printed the 
legend: “Olympic Drinking Team.” 

I got to talking to the owner of 
the store and he told me he had sold 
400 of these shirts in the period of 
a year with just “word of mouth” 
advertising among college students. 
He also said he had gotten orders 
from all over the country just by 
“word of mouth.” This. of course. 
surprised me quite a bit; and at that 
point the thought occurred to me that 
these shirts might be promoted on 
a national basis. | mentioned this to 


worn by 


the sporting goods store manager and 
he said he didn’t have time to pro- 
mote the thing. So I asked him if I 
might have a crack at it, and he was 
very nice about giving me his written 


permission to do so. Three days later 
I was in a lawyer's office having the 
phrase “Olympic Drinking Team” 
trademark registered and trying to 
decide about where to advertise the 
shirt. 


A Natural for the Campus Crowd 

My lawyer thovght I was crazier 
than all hell. So cid my parents and 
everyone else. My courage began to 
flag at this point; and if I hadn't had 
the good fortune to talk to the people 
at Playboy magazine (whose enthusi- 
asm encouraged me no end) I would 
probably have dropped the matter 
right there. The thought of advertising 
my sweater in Playboy first occurred 
when a friend pointed out that the 
“Olympic Drinking Team” sweat shirt 
was very obviously an item for the 
college market . . . the sort of thing 
college kids would enjoy wearing to 
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beer parties and athletic events. Play- 
boy was obviously the most avidly 
read national publication on college 
campuses. So, I called the magazine 
on the phone and talked to Eldon 
Sellers about my idea. I made an ap- 
pointment to fly up to Chicago in a 
few days to talk to him about it. . . 
then I set about planning the adver- 
tising. 

I knew a girl who wrote ad copy 
for a department store in St. Louis, 
so we got together and spent a whole 
Sunday afternoon working on the 
copy for the ad. It took us hours and 
hours to come up with what we felt 
would be the right approach to selling 
the warm-up sweater to college stu- 
dents. Then I rounded up a profes- 
sional photographer and got a couple 
of college students who were friends 
of mine to pose for a picture. It turn- 
ed out surprisingly well. 

Armed with my picture and copy, 
I took the plane next day for Chicago. 
I talked with Eldon Sellers, who was 
then Playboy's ad manager, and An- 
son Mount, who is director of the 
Playboy College Bureau. I was scared 
to death and somewhat discouraged 

but the obvious enthusiasm for 
the idea displayed by both Anson and 
Eldon buoyed me up quite a bit. 

Eldon showed my copy to Anson 
(who does a good deal of copyw riting 
for Playboy) and asked him what he 
thought. Anson was polite but not 
very enthusiastic. Then he sat down, 
and in about five minutes banged 
out some superb new copy. He said 
in a couple of dozen words (and five 
minutes time) exactly what we had 
spent a whole Sunday trying to say 
in a hundred words. (Incidentally, 


hundreds of people have told me since 
then, that the copy on this ad con- 
tributed a great deal to its success.) 

“Cat and Mouse” with the Mill 

I signed a contract with Playboy 
for a small ad in the October and 
November issues at $550.00 per inser- 
tion (which frightened me because 
at that time I only had $280.00 in my 
pocket) . and went back to St. 
Louis to try to set up my company. 

At that time I had no source of 
supply for the shirts other than the 
sporting goods store . . . so I went 
down to Alabama to see the manager 
of the plant that manufactured the 
shirts. I placed an order early in Au- 
gust for 800 sweat shirts and got a 
promise that they would be delivered 
in three weeks. During the third week 
in August I called the mill to find 
out where the shirts were. They said 
they would be shipped the first week 
of September. The first week of Sep- 
tember came around . . . and still no 
shirts. I called the mill again. They 
said there had been a mistake and 
that it would be the second week. 
This cat and mouse game went on 
until the third week in September, 
and I was beginning to get panicky. 
I knew Playboy was going to be on 
the newsstands that week. 

Anson predicted I would get ap- 
proximately 1200 orders for my shirt 
(which I thought was wildly optimis- 
tic). But I was without a single shirt 
in the place and the magazine was 
due to hit the newsstands in three 
days. I called the mill and got no 
more satisfaction . . . so I hopped a 
train down to Alabama again. At the 
time, I was under the impression that 
an order for 800 sweat shirts was a 
big one. But, when I pulled into Alex- 
andris City and saw the mill I was 
doing business with (the plant was a 
mile and a half long and a mile wide) 
I realized that I must be a pretty little 
peanut among all their clients. It turn- 
ed out, as a matter of fact, that they 
are the biggest cotton goods knitting 
mill in the country. They were very 
nice, and told me they were sorry 
that the shirts hadn’t been shipped 
yet, but a batch of them had been 
ruined when someone had dumped 
sulphuric acid in the bleaching. 

I decided to go out on a limb. Since 
it takes six weeks to two months to 
get a shipment, I asked the mill if 
they would sell me 5,000 shirts on 
credit, giving me thirty days in which 
to pay. They understandably hemmed 
and hawed . . . and said something 
about this being pretty bad business, 
since they had to make the shirts to 
order. But they would be very happy 
to make as many shirts as I wanted 





if | would pay for them in ad- 
vance. When I got back to St. Louis 
the next morning, | was in the depths 
of depression. The Campus Casual 
Company looked like a failure from 
the very beginning. I couldn’t order 
the shirts on credit and even if I paid 
cash, there was no telling when | 
would get them. But that afternoon | 
went to the post office just on the 
chance that some orders might have 
begun to trickle in. 


A Bottoms-Up Bonanza! 

That was the morning it hit! I was 
never so surprised in my life. The 
post office clerk handed me four bun- 
dies of mail . . . the start of one of 
the biggest messes in the history of 
the mail order! It was a mess which 
has taken us until now, four months 
later, to begin to straighten out. 

That first morning I got about $300 
worth of orders. I didn’t notice it 
right away, but all those letters were 
Air Mail or Special Delivery (just a 
fraction of the business from the first 
day Playboy hit the newsstands). In 
the days that followed things got 
progressively (or better, de- 
pending on your point of view). Al- 
most every day since then we have 
had between $500 and $1500 worth 
of orders. 

The first 800 shirts were sold the 
first three days the ad ran. So there 
I was with no shirts, no idea when 
anymore would be delivered . . . and 
my desk stacked high with orders. 
Finally, I had enough money to make 
a deposit on the next order from the 
mill . . . so I sent the order off Air 
Mail Special Delivery. The next day 
I followed it up with a telephone call. 
Naturally, I asked when my next order 
would be ready and the manager of 
the plant said he didn’t really know 
because first they had to go out and 
buy the cotton! I was horrified! I 
could see myself being dragged into 
court by the Better Business Bureau, 
the Chamber of Commerce and the 
countless irate customers. 

I called Anson at Playboy and 
asked him what I should do. He ad- 
vised me to send out a letter to every 
single customer explaining how we 
had had a deluge of orders far beyond 
our wildest expectations; that we were 
getting more shirts very soon; and 
that if the customer would have 
patience, he would get his sweat shirt 
in about three weeks. It worked 
beautifully. We received almost no re- 
quests for refunded money, and a 
surprisingly small number of com- 
plaints. 

On top of the mail orders, we were 


worse 


deluged by telegrams and long-dis- 
tance telephone calls. The phone com- 
pany insisted we put in a special line 
for the long distance phone calls that 
were coming in. Most of these calls 
and telegrams were from fraternities 
and other organizations who were 
planning to have a beer party or some- 
thing of that sort within the next few 
days and wanted immediate delivery. 
Hundreds of letters asked that the 
sweat shirt be delivered within four or 
five days. Happily, very few of these 
cancelled their orders when they 
found out it would take them three 
weeks to get the shirts. 

We had a monster by the tail and 
weren't quite capable of handling it 
yet. We moved the business from my 
basement to an empty store room in 
a nearby business district, and I 
pressed my parents, an uncle and an 
aunt, several cousins, and two dozen 
college student friends into service as 
temporary employees. My parents, 
who all along had thought I was out 
of my mind (but were willing to let 
me learn by my own mistakes) de- 
cided to come to my rescue and loan- 
ed me a couple of thousand dollars. 
With this I was able to set up a real 
business operation. 

The second batch of shirts began 
to come in a thousand at a time about 
the first of November and we thought 
we would soon be caught up on our 
orders. But we were wrong again. 

About October 28th the roof really 
fell in! The November issue of Play- 
boy had just hit the stands and the 
response to our November ad was 
astounding . . . about twice as great 
as the response had been to the Octo- 
ber ad. Probably, this was due to the 
better position we got in the Novem- 
ber issue, and to the fact that many 
college students were not in school 
yet when the October issue first hit 
the stands, and consequently missed 
that issue. Also, Christmas was get- 
ting closer. 

At any rate, we found we were 
farther behind than ever in our or- 
ders. And only because I had the good 
fortune to run into a salesman from 
another cotton mill, was I able to 
have any hope at all for ever catching 
up. This other cotton mill promised 
me two weeks delivery and lived up 
to it. 


Into the Wild Booze Yonder .. . 

One day I got a long distance tele- 
phone call from Panama City, Pan- 
ama. Some guy said he was going to 
come up and get four dozen of the 
shirts and asked if we would have 
them ready. At that time we had just 


gotten in a new shipment from Ala- 
bama, so I promised he could have 
them. I figured he was a crackpot 
anyway. But the next day a cab pull- 
ed up in front of our place and an 
Air Force Major and Lieutenant got 
out. While we were packing the shirts 
for them, I asked what the story was. 
They told me they had flown up from 
Panama City, Panama in an Air 
Force jet and had landed at Scott 
Air Force Base, which was way over 
on the other side of St. Louis, about 
forty miles away. Their cab fare out 
to my place was about $25.00 alone. 
They said that when they got back to 
the Air Field, they would stuff the 
shirts around the plane batteries, un- 
der the instrument panel, back of the 
ejection seat, and in every other avail- 
able nook and cranny in order to get 
them back to Panama City in the 
plane. 

It seems that they were having a 
big blow-out at the Officers’ Club the 
next day and the shirts were to be a 
kind of uniform-for-the-day for the 
party. 


Looking for Another Charnpion 

It would be easy to look back from 
the success my mail order company 
has enjoyed and feel pretty proud of 
myself. But in all modesty, I must 
admit that this success was due al- 
most entirely to the good fortune of 
finding the right mail order item and 
advertising it in the right medium. 
With the little bit I have learned 
about the mail order business in the 
past few months, I am terrified to 
think what could have happened, had 
J not been quite so fortunate. 

My mail order business, The 
Campus Casual Company, has been in 
full operation exactly four months 
from the date of this writing. In that 
time, we have grossed over $150,000 
worth of business as the direct result 
of 3” x 4” ads placed in Playboy . . . 
almost a 100-1 return on our ad in- 
vestment. 

Now we are working on new ideas 
for other items for mail order. We 
hope to make a permanent business 
out of finding, developing and pro- 
moting mail order items aimed large- 
ly at the college market. We feel that 
the college market is one of the big- 
gest, most lucrative, and largely un- 
tapped sources for mail order revenue 
in the country. 

If I can just think up another 
novelty item with as much appeal go- 
ing for it as the “Olympic Drinking 
Team” shirt, I’m in business. It would 
be too bad if this sort of thing could 
only happen once in a lifetime.@ 
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Here’s a red hot idea for mail order 


operators who want to spread their wings 


President 


{ntique Corner, South 


Reporter's Note: This idea comes to us from 
Henry Hukill, who for ten yeors has operated 
a mail order venture named Antique Corner 
at Adams & Mayflower Roads, South Bend 24, 
Indianc. Two of their successful products ore 
Cementique (ao repoir give) and Solventique 
@ paint remover). Both have been advertised 
extensively in shelter magazines and have been 
endorsed editorially in such magazines as House 
Becutiful, Americon Home, House & Garden, 
Living, Porade and others. Many orders come 
direct from customers anc magazine readers 
But Henry Hukill figured he'd rather sell the 
two hot items to retail dealers rather than pock- 
age and handle individual shipments. So he 
worked out this simple scheme. Seems like a 
sensible solution to the problem of building 


dealer outlets 


| HAVE BEEN DABBLING in the mail 
order act for ten years .. . look- 
ing forward to full time activity in 
another year or so (after completion 
of thirty years and retirement from 
a large industrial organization 
Bendix). 

Under the trade name of Antique 
Corner, we have developed two suc- 
cessful products, sold both direct to 
the consumer and to dealer outlets 

. antique and gift shops, depart- 
ment stores (Macy's and Gimbel’s) : 
hardware, drug, variety stores, etc. 
Several of the large catalog houses 
such as Miles Kimball and Walter 
Drake have carried these items con- 
tinuously for several years 

Our big problem now is to build 
up more dealer outlets. 

Shown here is a three-step ex- 
planation of how we're accomplish- 
ing this quite successfully . with- 
out expensive advertising or personal 
sales contacts. @ 
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into retail outlets ... on a shoestring 


HOW WE TURN 
MAIL ORDERS 
INTO DEALER OUTLETS 


by H. D. Hukill 


Bend, Ind. 









], All consumer mail order 
customers receive this 
letter copy . . . processed on 
the top half of our letter- 
head. Also enclosed is a 
postage free return label 


> When mail order cus- 

tomers return the filled- 
in letter to us (average re- 
turn: 10 to 15% 
this one to the dealers 


we mail 


named. This is personally 
headed, with the mail order 
customer's name typed in 
red. Literature, order blank, 
and a specially marked post- 
age free return label are 
included 


3. Dealer prospect names 

are alphabetically card 
indexed with 
menders” name included. All 


“recom- 


new dealer orders are 
checked against the index 
list; and souvenir bottles of 
Cementique (with thank you 
note) are sent to the “recom- 
mender.’ 
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When two leading shoe manufacturers merged, a relatively untapped 
market was brought to life .. . through market research, direct mail 


planning, grass roots missionary work and management enthusiasm .. . 


“SELL-O-MATIC” SHOE MERCHANDISING 
SCORES A HOLE-IN-ONE WITH GOLF PROS 


[' YOU ARE ONE of the millions of 
regular golf players in this coun- 
try, you are undoubtedly familiar 
with a popular personality known as 
the golf pro. For the few of you 
who aren't prone to take to the fair- 
ways every Saturday, we'll explain 
that the golf pro is a commercial 
resident on most every course. 
Foremost, he’s a top athlete who 
can handle a mashie, niblet or putter 
with under-par dexterity that makes 
him the envy of the clubhouse. He’s 
an instructor in the fine art of golf 
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form and finesse. And more often 
than not, he also operates the club’s 
pro golf shop . . . selling equipment 
ranging from tees to thermos bottles. 

It was in this latter capacity that 
golf pros became particularly in- 
teresting to two of the nation’s lead- 
ing shoe manufacturers. Agency- 
guided development of this interest 
has since led to a dynamic merchan- 
dising program which is now build- 
ing big sales in a relatively untapped 
market. 

The story behind it is a dramatic 


combination of market research, di- 
rect mail planning, grass roots mis- 
sionary work and top management 
enthusiasm. 

It began in January of 1957 when 
century-old Field & Flint Company, 
makers of Foot-Joy quality golf 
shoes, was acquired by Stone-Tar 
low Company, Inc. Under the direc- 
tion of Richard N. Tarlow, execu- 
tive vice-president of both shoe 
manufacturing firms, an extensive 
survey of golf shoe sales in pro 
shops was conducted. Among other 
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things, it revealed this eye-opening 
fact: 

— Potential customers who" want 
golf shoes selling for less than $25 
must either (1) settle for an inferior 
product with less value, or (2) buy 
their shoes elsewhere. 

The survey not only showed the 
absence of a popular-priced quality 
shoe in pro shops, but also pointed 
directly toward golf's booming pop- 
ularity among middle-income peo- 
ple. Recognizing these two factors as 
a red hot market opportunity, Stone- 
Tarlow lost no time in new product 
development. 

They made an agreement with Ben 
Hogan to manufacture a line of shoes 
under his name at the Stone-Tarlow 
factory in Brockton, Massachusetts. 
The new Ben Hogan line was spe- 
cially designed to offer premium 
shoes at popular priv es. 

But before Stone-Tarlow could get 
their new onto the 
green, they had to find a way to get 
out of the rough of this well-known 


development 


This booklet, “Hints On How 
To Make Pro Shops Bigger 
Profit Shops,” was so popular 
Field & Flint is now expanding 
it to a full-scale sales manual. 











fact: 

—> When it came to their retail op- 
erations, most golf pros were poor 
merchandisers. With their major in- 
terest in the game itself rather than 
in stock, ordering, merchandising 
and promotion, it was hard to get 
pro fam owners to aggressively push 
a new product. 

Emil Mogul Company, Inc., the 
two shoe firms’ advertising agency 
in New York went to work on the 
problem. Carrying the creative plan- 
ning ball was EM executive vice 
president Charles L. Rothschild, ac- 
count supervisor for the dual shoe 
manufacturers. He came up with a 
twin merchandising plan which 
would give golf pros an easy-to- 
handle complete line . . . featuring 
both Ben Hogans and the higher 
priced Foot-Joys. 

The plan centered on a compact 
“Sell-O-Matic” self-service shoe dis- 
play which offered golf pros a com- 
plete and automatic shoe department 
in 5’ of space. With 48 pairs of men’s 


and women’s golf shoes in a range 
of sizes covering 90 per cent of nor- 
mal requirements, the display was 
planned to nearly double the golf 
shoe income of pro shop owners. 

To sell “Sell-O-Matic” to the pros, 
the agency created a beautiful gold 
illustrated merchandising kit 
mailed to more than 5,000 pro golf 
shop operators throughout the coun- 
try. 

It contained a booklet showing 
Stone-Tarlow’s market survey re- 
sults . . . linked with a profit-making 
plan that was both easy and auto- 
matic. Another booklet was titled 
“Hints on How to Make Pro Shops 
Bigger Profit Shops.” Its twelve 
pages of questions and answers 
helped the pro shop operator become 
a better merchandiser giving 
him useful information on how to 
give his shop a professional at- 
mosphere, how to display merchan- 
dise and how to improve business 
with mailings to customers (also 

(Continued on Page 56) 





Q. What do you think about setung 
aside a corner as a Shoe Department? 

A. “By all means — do it, if possible 
The chairs you have already set into 
your shop to give it a lounge feeling 
will do nicely. However, if you can 
spare the room, set up one or two 


Q. Okay we've got a file. 
Now what?" 

A, ~ Before every gift occasion holiday, 
such as Father's Day, Mother's Day, 
Birthdays and especially Christmas 

send a note to the member's 
family suggesting the gift of FOOT- 


additional chairs as part of your Shoe 
Department. Also use a small mat and 
a floor mirror to set it apart. This not 
only makes it easier for you to work 
but also gives your Shoe Depart- 
ment a more professional look.” 


‘What other suggestions do you have 
for improving business?” 


“Here's an idea well worth the small 


amount of time it takes. Start an index 
card record for each club member 
listing member's purchases, including 
sizes, color preference, etc.; date of 
purchase; address and telephone 
number; and whéther his wife or 
children play golf. Once you have 
your card file in operation it takes 
only a few minutes a day to keep it 
up-to-date. FOOT-JOY will supply 
these cards upon request at no cost 
to you.” 











JOY Golf Shoes . . . or whatever 
merchandise you know the member 
needs. Use the information on your 
card as your guide. We will also 
supply FOOT -JOY gift certificates 
upon request at no cost to you.” 


That's a good idea, but what else 


can I use it for?” 


Well, there are lots of practical uses. 
For instance, when you receive a 
shipment of new clubs, balls, 
accessories or apparel . . . you can use 
your card file to notify members. If a 
member mentions a particular thing 
that appeals to him, make a note of it. 
When you get the item, you've got a 
ready-made customer. Your card file 
may be a little work at first, but you'll 
find as you build your card file, 
you'll build your business.” 
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In face of rising art and production costs, 
more and more advertisers are coordinating 
their space campaigns with direct mail plans. 


Typical is ABC Affiliated Distributors, who 


have found... 


- Ford Hotel Supp! 
CQAST-10-COAST S 


BIG INSERTS 


CONVERTED TO SELF-MAILING CATALOGS 
MEAN MONEY SAVING MERCHANDISING 


\) he HANDISING space ads with di- 
, rect mail reprints has long been 
S.0.P. for countless mailers. But in 
face of today’s rising art and pro- 
duction costs, the procedure is now 
getting more coordinated attention 
than ever before. Careful planning of 
publication space to fit specific di- 
rect mail formats has blossomed into 
an important, full-grown media 
method. 

One of the trends is toward big 
publication inserts which can 
be easily converted into major func- 
tional mailings, rather than just a 
“reminder” reprint. In recent 
months, automotive and other types 
of national advertisers have stretched 
their budgets with multi-page inserts 
in consumer magazines . . . convert- 
ing the same art and copy into dealer 
direct mail programs. 
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A good example of the flexibility 
and economy possible with direct 
mail-planned inserts was the recent 
campaign launched by ABC Afhili- 
ated Distributors a network of 
79 «restaurant dealers. 
ABC’s campaign was a big “Coast- 
To-Coast Sale,” featuring items from 
37 different manufacturers. 


equipment 


First advertisement of the sale was 
an 8-page, 9%” x 1044” insert 
which ran in the March issue of 
Institutions magazine. Printed in two 
colors, it was a big catalog-type 
spread illustrating “the greatest 
coast-to-coast sale in the entire his- 
tory of the restaurant industry.” 
Page one featured a coupon for ob- 
taining more information on any 
item from ABC’s office at 1 N. La- 
Salle Street, Chicago . . . plus a com- 
plete state directory of their 79 deal- 


ers. 


This first page was planned for 
easy conversion of the insert into a 
self-mailing dealer catalog. The gen- 
eral coupon was repla ed with a spe 
cific order form . . complete dealer 
listing replaced with helpful order 
ing information and offer of free 
samples . and individual dealer's 
imprint, postage indicia and cornet 
card imprinted in red on top half 
of the page. With one center fold, 
the insert became an effective order- 
getting catalog for local dealers. 

The combination insert and self 
mailer was created by Don Bower 
Corporation, ABC Affiliated’s agency 
in Littleton, Colorado. President Don 
Bower told us the easily-converted 
insert also offered cooperative cost 
sharing advantages. Manufacturers 
represented in the 8-page spread paid 
the cost of the magazine insertion. 
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1 
big 8-page, two-color insert run in the March 


. Origine! ABC sales announcement was o 


issue of Institutions magazine. Page one in 
cluded general information coupon for all 
items illustrated, plus listing of all participo- 
ting dealers. Manufacturers of items odver- 
tised paid for insertion plus 50% of 
insert’s production cost 


2. Easy, economical conversion of insert’s 
first poge turned it into a personal self-mail- 
ing catalog for each local dealer. General in 
formation coupon was replaced by order form 
Complete dealer listing replaced by ordering 
information. Dealer's company nome and 
postage indicia was imprinted in red. Dealers 
paid for conversion, including the other 50% 
of production costs 


plus 50 per cent of the magazine 
insertion, plus 50 per cent of its art 
and printing cost. Participating deal 
ers paid for the imprinting conver 
sion, including the other 50 per cent 
art and printing costs. 

Because of the _insert-catalog’s 
size and impact, their cost-sharing 
expenditure seems well worth it. 
Both manufacturers and _ dealers 
reaped the benefit of national pres- 
tige and local level sales. And big 
inserts converted to catalog mailers 
mean money-saving merchandising. 
As agency president Bower puts it: 

“In these days, when saving 
money on production costs is becom- 
ing more and more important, this 
coordinated conversion made real 
and our client.” © 


sense to us 
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products, or to quote prices. 


But N.S.O.E.A. is offering their members an impressive sales assist . . 
gram of stylish syndicated direct mail folders. 

Written and created by N.S.O.E.’s Homer Smith, it’s ao neat monthly series titled Hints For 
Better Offices. With standard masthead and retail store imprint, the attractive two-color 
folders actually give N.S.O.E. members a miniature 62" x 342” house organ. Each issve 
is devoted to a single office problem such as “How To Plan Your Fileroom Layout” or “How 


Comfortable Seating Pays Off.” 


A unique aspect of this syndicated series is that retailers themselves select the copy sub- 
jects . by populor vote. The program for the yeor is created from resuits of a ballot 
sent to members. It lists 55 possible Better Office copy subjects 
visible records. Retailers porticipating in the program check their subject preferences and 
return the ballot to N.S.O.E.’s headquarters at 740 Investment Building, Washington, D.C. 
Highest number of votes become features for upcoming issues. 

Member stores can buy the imprinted folders at o single rate of $23 per 1,000; or on an 
11 time contract which gives them 11 issues for the price of 10. Quantities os small as 100 are 
also offered, as well as cheaper rates for non-imprinted folders. 

To sell the program to N.S.O.E. members, Homer Smith uses mimeographed bulletins 
which give retailers themselves some “hints 
listing seven woys to use the folders recommended this as number one: “Send them in your 
monthly statements. Enclose a letter telling the customer he will receive them regularly.’ 


The letter, a good Better Offices announcement written by Homer Smith, was mimeographed 


on o second sheet 
association's members are responding 
well to the folder-house organ idea 
Helpful editorial content of Better Of- 
fices is doing a good job of promoting 
the store itself which in turn helps 
promote the mony items it sells. As 
Homer Smith sums it up: 

Hints For Better Offices is a customer 
mailing piece which helps him with a 
but which also 


mekes him a more discriminating buyer 


common problem 


of ovr member stores’ products.” 


And, he happily adds: “The idea is 
working fine + 


How can associations create direct mail 
for members who sell many diversified 
items and lines? The National Station- 
ery Office Equipment Assn. has one 
answer .. . in which members them- 
selves choose the copy subjects. 


N.S.0.E.A. 
FOLDER SERIES HELPS 
MEMBERS SELL... 

WITH CUSTOMER IDEAS 


HEN IT COMES to helping their retail members with sales promotion, the National 
Stationery & Office Equipment Association has no simple problem. Diversified retail 
stationery and office equipment stores sell as many as 10,000 different items. It's im- 


possible for any association-created direct mail program to be specific on these retailers’ 


ready for the retailer to process on his own letterhead. This trade 
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on successful direct mail use. One bulletin 
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With business down a bit, and postage rates 
bound to go up quite a bit, this experienced 
mail order practitioner tells why now is the 


time to... 


PUT MORE SELLING POWER 
INTO YOUR DIRECT MAIL COPY! 


by Ralph T. Curtis, 


Sales & Merchandising Consultant 
Evansville, Indiana 


Reporter's Note: This article is the major part of talks recently given by Ralph Curtis 
before the Chicago Mail Advertising Club and the Fort Worth, Texas Direct Mail Day 
Session. We have left ovt only the introduction . . . which discussed the possible 
impact of increased postage rates. The remaining advice for upgrading copy and 
increasing its effectiveness is valuable . . . no matter what the final postage rate 
structure will be. Ralph, as most of you know, is o former member of the Board of 


Governors of the Direct Mail Advertising Assn. He has many notable mail order 


successes to his credit... 


particularly while he was with Prentice-Hall, N.Y.; Ross- 


Martin, Tulsa and Keller-Crescent in Evansville, Ind. He is now a sales and mail 
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DMAA Convention in St. Louis. 


I HOPE I CAN STIR YOUR SOULS to 
the extent you won't sleep well 
tonight. It’s time you get excited 
about your business and your future! 

Business is down a bit. That means 
you'll have to work more intelligently 
to get your share. Postage rates will 
be up. That means you'll need more 
pulling power in your copy . . . greater 
care in mailing to cleaner lists. 

Quoted below is an unexpected 
source which can help all of us put 
more selling power into our copy. 
This is rich meat . . . vivid revelations 
we may quickly profit by. It comes 
from a critic, if you please, back in 
the 18th Century. Although he is giv- 
ing advice to authors, copywriters 
need these gems of wisdom. Listen to 
this: 


“An author, in order to please, must have 
the art of making himself understood—at 


ot 903 E. Powell Ave., Evansville 13, Ind. If you have any 


. write him, or see him at the next 


once—always 
to the reader 
tention. 
“But the reader demands more than this. He 
wishes exact words to express fine shades 
of thought and measured words to preclude 
offensive or extreme impressions. Give him 
developed phrases, harmonies of words, 
smartness of form, liveliness of manner.” 
That, friends, is good advice for 
writing advertising copy. When this 
18th Century critic says “one must 
have the art of making himself un- 
derstood — at once — always — com- 
pletely” it reminds me of how it cost 
one man plenty by his failure to make 
himself understood completely. He 
was driving from Rhode Island on 
the Merritt Parkway toward New 
York when his car stalled. He dis- 
covered his battery was dead. He flag- 
ged down a passing driver, who was 
a woman, and she agreed to give him 
a push to get his car started. Because 


completely without difficulty 
without reflection—with at- 


his car had an automatic transmis- 
sion, the driver explained to the lady, 
“You'll have to get up to about 35 
miles an hour in order to get me 
started.” 

The lady nodded wisely and the 
stalled driver climbed into his car and 
waited for her to line up behind him. 
He waited and waited. Then he turn- 
ed around to see where the woman 
was. She was there all right—coming 
at him at 35 miles an hour. The crash 
cost him around $300! 


Dre -s To Be Different 


You all have been warned often of 
the necessity to do something to keep 
your letters from going unread into 
the wastebasket. Instead of suggesting 
you avoid this, but do that, I’m going 
to tell you a story which I believe 
will be remembered longer. It may 
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save many of your letters from being 
thrown out unopened and unread: 

A young man from Ohio, named Jordan, 
was told to report for work on Monday. He 
knew he would be just one of a thousand 
men in a sprawling factory. And yet, he 
wanted to play his cards to win. But first, 
he must attract attention—and he did! 


The following Monday, when a thousand 
men started to work in blue work clothes, 
Jordan began his job in white ducks. The 
style, the pattern of his clothes were the 
same as the others. Only the color was 
different. 

The boss soon spotted Jordan and asked 
the foreman about him. “New man I hired,” 
replied the foreman. “Minds his own busi- 
ness.” Within a few weeks, the boss shifted 
Jordan to a better job. Later, he was made 
superintendent of the factory. 

Do you see any similarity to Jor- 
dan’s objective and your direct mail 
objective? Both must attract atten- 
tion. Jordan’s problem of getting at- 
tention was simple, once he knew 
what he had to combat. “One thou- 
sand men dressed in blue. I'll dress 
in white,” reasoned he. 

And yours? Thousands of letters 
are competing with yours for atten- 
tion—all dressed in white. Seems 
simple, too. And it is! Dress your 
envelope and letterhead in blue, or 
green, or canary, or goldenrod. 100 
to 1 you'll get better results. 

Getting attention through the use 
of an envelope and letterhead which 
is different will upgrade your results 
prot ided your next effort in keeping 
attention is carefully planned. What 
you say in the first few words of 
your letter will determine whether 
your letter may quickly hit the waste- 
basket after that first pause of curi- 
osity has been satisfied. 


Get Headline Attention 


I want to remind you how vitally 
essential it is to sweat and tussle a 
long time before you okay the head- 
line you will use. Back in the thirties, 
I knew a copywriter who had a phe- 
nomenal record for piling up sales 
through his letters. He told me the 
headline in the most successful letter 
he had ever written took him a week 
to prepare—the rest of the letter only 
two hours to write. He frequently 
wrestled with a headline for hours 
and days. 

I believe it was Vic Schwab who 
said, “Don’t underestimate the in- 
tense competition you face in getting 
attention! People aren't waiting 
breathlessly to feast their eyes on 
your sales letters. To get attention 
with your headline, make it hold out 
a specific promise to DO something 
that people want done for them—or 

(Continued on Page 50) 
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Here Are Three Important Steps 
You Should Take To Put More 


Selling Power Into Your 


Direct Mail Copy 


STEP NO. I: 


To quote Henry Hoke: “Your direct mail must be 
good enough to overcome human inertia (laziness) 
and mental befuddlement, caused by intense competi- 
tion for time and attention.” So. . . 


First: Dress up your direct mail. Give it an air of 
distinctiveness. 


Second: Choose carefully and wisely your opening 
words. Move swiftly to hold out a specific promise to 
do something that people want done for them . . . or to 
end some condition which people want to get rid of. 


STEP NO. 2: 


Since people are mentally lazy, make yourself 
understood . . . at once . . . always . . . completely . . . 
without difficulty to the prospect . . . without reflection. 
Screen out every useless word and phrase. Make your 
messages flow smoothly and interestingly. At the same 
time (quoting Henry Hoke again) “see that your copy 
pictures, promises, proves and pushes! Then give it a 
add a P.S. which highlights the 


sure-fire finish . . . 


benefits. 


STEP NO. 3: 


Send all your lists to the cleaners! Screen out every 
questionable name . . . double check for accuracy all 
names and addresses. Right here is where you can lick 
the high cost of postage. Make your mailings more 
selective than ever before! 
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HIGHLIGHTS FROM 
DIRECT MAIL DAY IN DETROIT 


A LOOK AT 


Direct Mail Day in Detroit on Friday, March 28 was a stimulating all-day clinic 
devoted to practical and profitable direct mail practices. More than 350 attended CLIENT- AGENCY- 
the Statler meeting . . . sponsored by MASA International, DMAA, Detroit Adcraft 


Club ond other local organizations SUPPLIER RELATIONS 


The Early Morning idea Session chairmanned by Robert 8B. Havelt of Cupples- 
Hesse Corporation made a hit . . . featuring nine panelists at informal round tables 
(with coffee). Then Dick Hodgson of Advertising Publications outlined 101 ways to 
add excitement to advertising. He was followed by a stimulating panel on Client- 
Agency-Supplier Relationships, moderated by Robert Vander Py! of Advertising by Bruce Andrews. 


. . e ‘4 
Letter Service Stran Steel Div. 


(And their responsibilities) 


The afterncen sessions included a talk by John Maguire, professor at University Vational Steel Corporation 


of Illinois; then o “Ladies’ Look At Direct Mail” panel; and the ever popular Market 
Place r dtable di ' 





The big hit of the entire day was unquestionably Nicholes Samstag’s lively talk 
eas featured lunch specker. The pr ti ger of Time, inc. gave his 
popular “And The Bold Shall inherit The Future” talk which mode a sensation ot 
New York Direct Mail Day last year. You can read the complete talk in the June, 


1957 issue of The Reporter. 





On these pages cre two other program highlights . . . from the morning Client- 
Agency-Supplier panel, and from “The Ladies Look at Direct Mail” in the afternoon. 





Client-Agency-Supplier Relationships were an- 
alyzed at Detroit Direct Mail Day in an inter- 
. . ‘Winni : esting panel session moderated by Robert 
Detroit Gets Modern Display For Award-Winning Campaigns en - 
John, Campbell-Ewald Co., represented the 
A big highlight of moet every direct mail day is the appecrance of DMAA Contest agency; Wayne White, R. L. Polk & Co., the 
award-winning compaigns. But the Detroit Direct Mail Dey audience got e real supplier; and Bruce Andrews, Nationc! Stee! 
showcase of both DMAA and MASA campaign portfolios. They were exhibited Corp., the client. Mr. Andrews’ client view- 
in specially designed and illuminated booths provided for the Day by Carl Wellti Cagiag ’ ‘ 
of Detroit Edison Company. This is the first time a direct mail day hos presented SS ey eo Cone of © 
responsibilities the agency should have in the 
client's direct mail program, and another list 
of 6 responsibilities of the supplier. Here, he 
tells why following them results in a more 
effective direct mail program. 


campaigns in such a fine show setting 


_ A CLIENT'S POINT OF VIEW, 
there are several ways a direct 
mail campaign can be developed. He 
can completely handle it from within 


his own organization . . . partially 
handle it by working with free lance 
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help . . . engage a special direct mail 
agency . . . use his own advertising 
agency. 

We are assuming here that the 
client is going to work with his own 
advertising agency and let them do 
the full creative and production job 

. including the buying of lists and 
the supervision of the mailing opera- 
tion. The client would merely direct 
the agency's activities. 

By handling his campaign in this 
manner the client would need only 
to talk with two people: the agency 
contact man and the mailing list rep- 
resentative. Through this method, the 
client would be able to fully utilize 
the time saved in copy writing, art 
direction and printing buying to the 
further development of other vital ad- 
vertising and sales promotion activi- 
ties so necessary in any sales organ- 
ization. 

The basic responsibility for the 
organization of any direct mail cam- 
paign, however, is that of the client’s. 
He should be willing to work closely 
with the agency and list supplier in 
order to take advantage of their ideas 
and suggestions in the initial plan- 
ning of the program. But the overall 
promotion should come from the 
client . . . who knows the ramifica- 
tions and problems connected with 
selling his product. 

There are, however, several major 
responsibilities the client expects from 
his agency. And because of the im- 
portance of mailing list development. 
current mailing, etc. it is also impera- 
tive for the client to meet with the 
list supplier .. . 
responsibilities, along with the agency. 

The nine agency responsibilities 
and six list supplier responsibilities 
outlined here are basic. But I| believe 
they are necessary if we direct mail 
users and producers are to develop 
our efforts into an effective selling job 
for our respective businesses. @ 


who also has major 





BASIC RESPONSIBILITIES OF THE ADVERTISING AGENCY 


IN THE CLIENT'S DIRECT MAIL PROGRAM 


ACCOUNT EXECUTIVES THAT ARE TRAINED DIRECT MAIL EXPERTS, at least enough 
of an expert to realize the differences in copy approach, layout designs and distribu- 
tion procedures connected with direct mail vs magazine advertising. 


A BETTER UNDERSTANDING BY THE AGENCY OF THE CLIENT'S AIMS AND PURPOSES 
OF THE DIRECT MAIL PROGRAM. | realize this falls largely on the shoulders of the 
client, but it is the agency's responsibility to have a contact man capable of absorbing 
the client's instructions. 


. A COMPLETE UNDERSTANDING OF THE CLIENT’S PRODUCTS, HIS SELLING METHODS 


AND SALES TECHNIQUES. This point, of course, is a prime responsibility for any 
agency desiring to do a good job for his client 


MARKET RESEARCH HELP IN DEVELOPING THE PROPER DIRECT MAIL APPROACH TO 


THE PARTICULAR GROUP OF PROSPECTS THE CLIENT WISHES TO REACH. 


A CREATIVE STAFF, EXPERTS IN THE DESIGN OF DIRECT MAIL FORMATS THAT WILL 
FIT IN WITH THE CLIENT'S SALES APPROACH. 


THE ABILITY TO DESIGN AND CREATE NEW FUNCTIONAL MAILERS, LETTERS, ETC., 
WITHIN THE CLIENT’S BUDGET RANGE. Too often agencies have o tendency to come 
up with mailers that moke the client drool only to find that it is much too expensive 
for the budget. Consequently, all other efforts on the agency's part from this point 


on seem oanti-climactic 


A SPECIALIZED COPY SECTION SCHOOLED IN THE TECHNIQUE OF DIRECT MAIL 
WRITING. Too often agencies have a tendency to sluff off direct mail copy onto a 
Jr. copy writer or try to get by as easily as possible. Direct mail copy is much too 
important for this type of treatment 


A CO-ORDINATED EFFORT BETWEEN THE DIRECT MAIL ACCOUNT SECTION AND THE 


MAGAZINE ACCOUNT SECTION SO THE CLIENT CAN HAVE AN INTEGRATED AD- 


VERTISING PROGRAM. 


A CLOSE ADHERENCE TO THE DEADLINES ESTABLISHED BY THE CLIENT, AGENCY 
AND SUPPLIER. Deadlines on direct mail ore every bit as important as magazine 
closing detes and should be adhered to implicitly 





BASIC RESPONSIBILITIES OF THE LIST SUPPLIER IN THE CLIENT'S DIRECT MAIL PROGRAM 


AN UNDERSTANDING OF THE CLIENT'S PROGRAM 4. FOLLOW THROUGH WITH THE CLIENT'S PROGRAM 


AND HIS PROBLEMS REQUIRING SERVICES, LISTS, 


ETC. 


ONCE IT IS IN THE SUPPLIER'S HANDS TO SEE THAT 
EVERY PHASE IS OPERATING ACCORDING TO THE 
PLAN. 


PERSONALIZED SERVICE IN THE OFFERING OF SUG- 
GESTIONS, FROM THE SUPPLIER’S POINT OF VIEW, 
SUGGESTIONS THAT WILL MAKE THE CLIENT’S 
PROGRAM OPERATE MORE EFFICIENTLY. 


PERSONAL ATTENTION TO THE EXTENT THAT THE 
SUPPLIER IS GEARED FOR ACTION ACCORDING 
TO THE CLIENT'S AND AGENCY’S PRODUCTION 
SCHEDULE. 


MAY, 1958 


A PERSONAL WRITTEN REPORT BY THE SUPPLIER, 
THROUGH THE AGENCY, OF WHEN THE MAILING 
WAS MADE, THE NUMBER OF PIECES MAILED AND 
WHEN THE CLIENT CAN EXPECT TO BE BILLED. 


A CONCISE BILLING DETAILING THE WHOLE 
OPERATION, LEAVING NO DOUBT IN THE CLIENT'S 
MIND THAT HE GOT WHAT HE WAS PAYING FOR. 
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A LOOK AT DIRECT MAIL EDUCATION 


(And its lack) 





dehat 


At Direct Mail” . 


One of the most interesting features of Direct Mail Day in Detroit was “The Ladies Look 


on the 


di refereed by Genevieve “Hap” 





@ pro and con 


Grosse Point homemaker. The “con” 





Hozzard of Campbell-Ewald Co. Teking the “pro’ side was Mrs. E. Aaron Wilcox, a 
was presented by Miss Anne White, a Dearborn 
teacher. The school teacher came prepored with facts and opinions which generated 


sparks from the rostrum. Here's a report on some of the things Miss White had to say . .. 











| rns THE LADIES took a “look at 
direct mail” during Detroit Di- 
rect Mail Day, the audience heard 
one provocative 
medium’s lack of education in our 
schools and colleges. 

Miss Anne White, a fiery journal- 
ism instructor at Fordson High 
School in Dearborn, Michigan, came 
prepared with a comprehensive out- 
line of reasons why direct mail gets 
little attention in her advertising 
course. Speaking with conviction and 
authority made possible by a per- 
sonal survey, Miss White revealed 
some attitudes which made Detroit 
direct mailers really sit up and pay 
attention to the teacher. 

Right off the bat, she offered her 
opinion that direct mail had little 
importance in relation to other types 
of advertising . . . then listed some 
of the reasons for not covering the 
topic in her class. Among them was 
the fact that because of its “free dis- 
tribution,” there is “too much direct 
mail.” Miss White also felt too much 
of it is “hastily and cheaply put to- 
gether .. . has too many words. . . 


and lacks both personality and pres- 
tige.” Lack of student interest and 
lack of adequate time for the topic 
















ANOTHER 
BIG DAY 
IS ON ITS WAY 


see 
page 67 








viewpoint on the 






were also cited as major reasons 
for skipping direct mail in the 
course. 
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Too wordy 





for words 


Not content to rest on the laurels “Whot are they selling, babies or tickets? 


of her teacher-to-class delivery, Miss 
White backed up her reasoning by 
producing actual samples. She 
showed the audience several “bad 
examples” saved from her own mail 
They included mail order, hotel and 
industrial letters jammed with 
hard-to-read copy which left dime- 
thin margins. “Too wordy for 
words,” she said. 

The teacher from Dearborn also 
had plenty to say about copywriters 
love for “Dear Friend.” She pro- 
duced a number of subscription let- 
ters from top magazines using soft 
soap salutations such as “I am writ- 
ing you as an old friend . . . You 
have been a friend of . . . Because 
you're an old friend Special 
buddy-buddy openers, she opined, 
left her cold. 

Miss White also voiced her dis- 
like for overly clever artwork. A fund 
raising promotion she received from 
a charity home was based on how 
much bacon and eggs could be 
bought with a donation. Its envelope 
pictured a pig and chicken. Miss 
White's reaction: “Apparently a 
farm ad.” Another mailing was a 
folder from a ticket company. It fea- 
tured cute baby photos to tie in with 
the headline. The teacher's thought: 
“What are they selling, babies or 
tickets?” 

Student's Make a Survey 

Besides critical commentary on 
her own mail, Miss White described 
how her students’ families felt about 
theirs. A week or so before Detroit 
Direct Mail Day, she had her stu- 
dents find out from their families 
just what they thought about direct 
mail as an advertising medium. Re- 
sults of the student survey revealed 
some interesting attitudes from a 
good cross section of consumers in 
and around Dearborn: 

—> 24 students made the blanket 
statement that their families “dis- 
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Apporently, a farm oad 
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liked direct mail.” 19 students said 
their families at least “looked” at 
most of it. 

— The majority of pupils reported 
their families don’t like to be fooled 
by ads which don’t look “adish” . . . 
ads which are deceptive in art or 
copy, or ads which plug some prod- 
uct other than that illustrated. 

— When pertinent, fathers preferred 
ads to be mailed to their business 
address: but if timing was impor 
tant, they preferred to receive them 
at home. 

— Gadgets or coupons were listed 
as the biggest incentive for opening 
direct mail . . . while general curi 
osity was second. Other reasons for 
opening direct mail included catchy 
mS importance and 
reputation of company. 

— Favorite types of direct mail (in 
order of preference) : Food, Clothing, 
General bargains and Pieces enclos- 
ing or offering free samples. 

It was obvious from her presenta- 
tion that the journalism instructor 
had done a lot of homework in prep 
aration for Detroit Direct Mail Day. 
This lady’s researched “look at di- 
rect mail” might have been too 
sharp and penetrating for some in 
the audience. But Miss White's re- 
fusal to mince words, pump out plat- 
itudes or white-wash opinions made 
her session a constructive highlight 
of the afternoon. 

“Let's face it.” she concluded. “the 
oyster wouldn't produce the pear! 
without a grain of sand.” @ 


rases, seeming 


















Important, yes! But much 
more important to the neatness 
of your correspondence is 
the paper on which the error 
must be erased. Rising 
double-sizes each sheet of 
Rising Bond, so errors can be 


rubbed off without detection, 
make writing smoother, printing 
more beautiful on the 
letterheads that compliment 
your good taste in paper. 
There is no equal substitute 
for the crispness, opacity, 
durability and printability 
of a fine cotton fiber bond 
paper. And, sheet after 
sheet, Rising Bond is 
“Fine Bond Paper at Its Best”. 


RISING PARCHMENT [1004 CF* BOND) «+ RISING BOND AND OPAQUE BOND (256 CF) ¢ LINE MARQUE [254 CF WRITING) 


Risim NO. 1 INDEX [1006 CF)+ HILLSOALE WEDDING @ BRISTOL (25% CF) + PLATINUM PAPER & BRISTOL (254 CF)« WINSTED WEDDING 
@ BRISTOL * WINGTED GLO-BRITE VELLUM, BRISTOL, TEXT @ COVER + AND TECHNICAL PAPERS *COTTON FIBER 


RISING PAPER COMPANY, HOUGATONIC, MASSACHUSETTS 





more returns 
because they’re 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 


Campbell at 19th Street 
Kansas City 8, Missouri 


Please send me, without obligation, 
free somples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 


Name 


SIG OINIBAN 


"Reed-able Copy” 
Nee 


A Merthly Clinic: Conducted by Quuille7 Red 


In a news release the following was 

quoted from a speech made by Mr. 
L. F. Desmond, Vice President in 
charge of sales for the Dodge Corpo- 
ration: 
“We are no longer in a sellers’ market and, 
I believe, we can question whether we are 
in a buyers’ market. Perhaps the best de 
scription of the automobile market today is 
that it is a salesman’s market.” 

We might add — now more than 
ever—the salesman, human or print- 
ed, must carry the burden of getting 
our economy back on the high road. 
It’s up to all of us—whether writing 
salesmen or talking salesmen—to dig 
deeper for the “benefits” our products 
or services offer the consumer, and to 
present them enthusiastically, logic- 
ally, and in such a way that the buyer 
wants to buy. 

In direct mail the ideas and copy 
which may have worked well last 
month or last year should be given 
careful scrutiny before those same 
ideas are used again in this market. 

The best copy will come from those 
writers who assume their copy is in 
competition not only with the copy of 
their competitors, but in competition 
for a part of the dwindling dollar 
income. 

It’s time to sharpen up, dig out new 
slants, new and more appealing rea- 
sons for buying. 

So, before you mail that next folder 
or letter or booklet, make sure it’s 
keyed to these days of hesitant buying. 


Rate Your Letters 


Ever since we started carrying the 
torch for better follow-up letters, 
many who read these words every 
month have asked for some yardstick 
with which to measure the effective- 
ness of the follow-up letters they write. 

Of course, there’s no exact meas- 
urement possible. However, there are 
certain general principles which 
apply and can help you measure the 
appeal of your letters. 

Ask your secretary to make an 
extra carbon of the ietters you write 
in one week. The hour you devote to 
rating them with the following check 


46 


list will be an hour well spent. The 
results are bound to surprise you. Do 
this 2 or 3 times at, say, a month 
interval, and you won't have to do it 
often again. You will be writing better 
letters every time. 

Just make a check mark under 
“ves” or “no” following each of these 
10 rating guides: 


1. Count off the first 100 
words. Are 70 to 80 one 
syllable words? 

Yes No 
2. Are your sentences short? 


Average 15 words or so? 


Yes No 
. Does each sentence carry 
one thought and no more 
than one thought? 
Yes No 
. Have vou eliminated 
“that” whenever possible 
without altering the 
sense / 
Yes No 
. Does your letter talk 
“you” to the reader in- 
stead of “I” or “We”? 
Yes No 
.Have you started your 
letter with the main point 
of information your read- 
er wants? 
Yes No 
. Do you believe what you 
have written ? 
Yes No 
.If you are asking the 
reader for action, is it 
clear just what he is to 
do? 
Yes No 
. Does your letter look 
right? Arranged prop- 
erly, clean and neat? 
Yes No 
° Did you like your reader 
when you wrote, and does 
it show? 
Yes No 
You may think this is for begin- 
ners only. Not so. All of us get into 
sloppy writing habits if we don't 
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“Let’s open the Hammermill 


envelopes first” 


HIMSICAL, yes, but your letters do 

get faster attention when you send 
them in envelopes that look important 
and feel important. 

Whether you're sending executive 
letters, “company” letters, or letters for 
mass mailings, there’s a Hammermill 
envelope that’s just right to carry the 
mail. And when you buy Hammermill 
envelopes, you know you are getting 
the same reliable quality found in all 
Hammermill papers. 


YOU CAN GET 
HAMMERMILL QUALITY IN 
3 GRADES OF ENVELOPES 


COCKLETONE BOND— When you really 
want to make an executive impression 
it’s hard to beat Cockletone Bond letter- 
heads. And Cockletone Bond Envelopes 
match the letterheads perfectly — help 
create an atmosphere of good taste for 
your executive and professional corre- 
spondence, and other “very important” 
mailings. Their distinctive snap and 
heavy feel say “quality” at first glance. 


HAMMERMILL BOND—The smoother, 
more level surface of Hammermill Bond 
Envelopes means better-looking typing 
and printing—gives all of your regular 
office correspondence a crisp, impor- 
tant look. Hammermill Bond Envelopes 
are available in white and in 13 “Signal 
System” colors that match those of 
Hammermill Bond. 


HAMMERMILL WOVE—Here’s a superior 
white wove envelope that looks a lot 
more expensive than it really is. For 
mailings of hundreds, or hundreds of 
thousands, Hammermill Wove Envelopes 
are constructed to provide easier han- 
dling and neater, more positive sealing. 
They also have enough body to keep 
looking good right up to the time they 
are delivered. Hammermill Paper 
Company, Erie, Pennsylvania. 
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ENVELOPES 


watch ourselves. 

Even if you are a pro and think 
you follow the rules of good letter 
writing, putting this yardstick on 
some of your letters will surprise you. 
Of course you know the rules but 
some times you forget to apply them. 


What's Wrong 
With Copy? 


Mr. Joseph Finnamore, of the Sales 
Promotion Department of Bulman 
Bros. Limited, Winnipeg, Canada, has 
the happy faculty of calling a spade 
a spade. Those of you who read his 
wonderful house organ Bulman’s 
SALES TRAILS, get a real treat each 
issue. 


In the January issue he discussed 
the question WHATS WRONG 
WITH ADVERTISING COPY TO- 
DAY? 


Sit up and take notice, you who 

use the mails to sell. Joe has some 
real words of wisdom. Such as: 
“Too many copywriters use the synthetic 
word to describe an imaginary. a trivial, ot 
a very old product feature. Automobile 
advertising is top-heavy with this tomfool 
ery with its Rotoflow-Torque-Tube Drives, 
its Directional Stabilizer Fins, and its Air 
poise Suspension. 


“Again, there is the breathless headline 
approach NOW! ... NEW! AT LAST! 

AMAZING! ... that heralds the bom 
bastic build-up for the big let-down. There 
is the hurry-hurry tactic—Supplies limited, 
so get yours TODAY!’—the extravagant 
use of sickly sweet rhetoric— ‘finest real 
chocolate dipped double-thick .on crisp 
roasted peanuts . . ..—and the all-pervading, 
hysterical dependence on loud noise, and 
large space prolonged ad nauseam beyond 
the limits of consumer patience 


“Again, too many copywriters are nere 
rhetoricians—windbags—prolific producers 
of sweet noise—masters of verbiage—and 
ignorant of the vital importance of the 
ideas that should lie behind the words they 
string together. Telling the plain truth in 
advertising is a simple matter once you get 
the hang of it. It consists, first, of seeing 
the product exactly as it is in its pristine 
nakedness—then of listing the true facts 
about it—and finally, of never departing 
from those true facts no matter how much 
they are embellished with words, pictures, 
colors, music, and the rest of the advertis- 
ing bag of tricks. 

“If the copywriter would first make sure he 
is ‘sold’ on the product he is to write about, 
and then describe it exactly as he would 
describe it to a close friend, he would go a 
long, long way towards injecting believ 
ability into his copy. For, believability is 
the most important element in all commu 
nication between one mind and another.” 


Say What 
You Mean 


Here’s another gem of Joe Finna- 
more’s. (Thanks, Joe, for writing 
Reed-Able Copy this month. I'm on 
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Typical jobs the Justo- 
writer is ideally equip- 
ped to handle: Bulletins, 
manuals, price lists, 
booklets, directories, 
catalogs, direct mail 
literature, house organs 


The answer to all 


forms of Business Printing— 


Friden Justowriter 





IN YOUR OFFICE, the 2-unit Justowriter 
(Recorder and Reproducer) can turn out 
professional typesets with justified mar- 
gins -- at substantial cost savings com- 
pared with typewriter or hot metal compo- 
sition. 


THE FRIDEN JUSTOWRITER produces in clear, accurate, justified-margin form. 
these professionally composed typesets on 14 different Justowriter type faces, sized 
direct image plates for duplicating machines from 8 to 14 points, are available. 

or in form of reproduction proofs for litho- 


graphic printing. WRITE TODAY on your business letterhead 


for additional information on the justifying 
TYPIST BECOMES EXPERT TYPE COM- type-composing Justo- Bag 
POSITOR as her typing on Recorder (Ist writer - a basic Tape- MES .8 
Justowriter unit) produces simultaneously Talk machine in the Friden Cre » 
(a) typewritten sheet, for visual check, and “new world for busi- & a 
(b) punched paper tape with identical copy ness’”’ created by Fri- A New wor! 

in code. Second Justowriter unit, the Re- den, FRIDEN, INC,, ———— 
producer, then ‘‘reads’’ the code tape and San Leandro, Califor- For Busi 
automatically composes the original copy nia, * ea” 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 PT GALVIN TYPE 





You have just 
5 seconds to geta 
direct mail reply 


Within an incredibly short time 
your salesletter must 
get this reader’s attention 
arouse his interest 
convince him and make him reply. 


In just 5 seconds, Reply-O-Letter does the whole job. 
An interesting lead, convincing copy, and the built-in 


reply card move your prospect in that fleeting moment of 
decision. And he answers. 


Your letter created with the assistance of our 
expert staff increases your replies 30 to 50%. This is 
an art we ve spent 25 years mastering. 

The built-in reply card—already filled in with your 
prospect's name—is compellingly easy to use. All he 
has to do is obey his impulse and mail it. 

Any user will tell you about the 
wonderful results he gets. Write on 
your letterhead for free booklet: 


“The 3 R’s of Direct Mail.” 


REPLY-O-LETTER 
7 Central Park West, New York 23, N. Y. 


Sales Offices: 
New York * Boston * Chicage * Detroit - Cleveland - Teronte 


my way to Florida, and your help is 
appreciated. ) 

A coroner friend of ours tells us of a death 
certificate he received from a doctor who 
had absent-mindedly signed his own name 
in the column reserved for “cause of death.” 
He returned the certificate with a note 
“This may be true, but don't you think we 
had better have some medical reason as 
well?” 


MORE SELLING POWER 
INTO DIRECT MAIL 


(Continued from Page 41) 


to END some condition which people 
want to get rid of!” 


Several years ago a book on real 
estate appraising was offered to real 
estate men. The letter was prepared 

then three headlines were tested 
with everything else unchanged: 
Letter #1: Dear Friend 
(1,500 mailed. Sales: $90 


Letter # 2: Try This Appraising Manua 
For 10 Days! it Will Cost You Nething’ 
(1,500 mailed. Sales: $210) 


Letter #3: Here's How To End Yo 
praising Worries Forever! 
(1,500 mailed. Sales: $360) 

There are probably some propo- 
nents here for the #1 style of opening 
and are ready to pull off their coats 
and fight for it. We're not one bit 
interested in whims. are we? Aren't 
we looking for ways to upgrade our 


? 


letters so they'll pull in more sales 


#2 does not hold out a specif 
promise, such as Vic Schwab sug 
gests. But such an opening or head 
line has been known to get results 
So it was tried. It brought in more 
than twice the number of sales as 
#1—$210 against $90 

#3 does promise to end some con 
dition which this group of prospects 
want to get rid of. The headline spe- 
cifically says: “Here's How to End 
Your Appraising Worries Forever.” 


Sales from #3 jumped to $360 


Consider The Conditions 


While we're on the subject of sell 


ing real estate men. here's one more 
example: This one shows how essen 
tial it is to consider the conditions 
at the time you're trying to make the 
sale. Rules and formulas can throw 
you like a bronc at a rodeo if you 
don’t use a generous mixture of good 
judgment while dashing off your 
headlines. There are other elements 
which probably contributed even 
more to bringing is sales here. 
If you are good at adaptation, you 
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aT 
FRA-OPAQUE* 
The mountain climber’s life must depend 


upon the man in front of him. In your business life, reliability is equally 
important in your choice of paper. Our quality-engineered papers have an 
earned reputation for inherent strength, uniform weight control and 
exact moistiire balance. Each run of paper maintains these carefully 
engineered qualities resulting in trouble-free press production, time 
after time The sharp contrast provided by Fraser's consumer conscious whites 
“FRA-OPAQUE gives lifto the highlights and delicate shading to tonal values. 


Your answer to the budget 
squeeze. A soving in weight 
without compromising quality 
Light, strong, opoque ond 


bright. For offset ond letter- > a 
press, Fra-Opoquve is more e s 
opaque. Send for sample book. ’ ct s of “Or 
~ 
~ 
a “ 


Li M ITE D Sales Offices: NEW YORK. CHICAGO + Mill: MADAWASKA, MAINE 


Contrast, compare and convince your sel}. 


FRASER PAPER, 








ILLUSTRATION BY LIONEL KALIGH 


DOES YOUR 

SALES PROMOTION 
STILL RELY ON 

THE CARPENTER 
INSTEAD OF 

THE ARCHITECT? 


With seven to twelve percent of the average ad budget assigned to sales 


promotion, today’s advertiser can no longer afford makeshift carpentry. 


Instead of putting his sales promotion into inexperienced hands (usu- 
ally a free lance hired by the printer) he must now entrust his sales 
promotion to professionals who know how to integrate its thousand- 
and-one complexities into the overall marketing plan. 

Assign sales promotion to his advertising agency? 

Ordinarily, the agency concentrates its top talent on space and time 
programs. Sales promotion, if it is handled at all, is often assigned to 
copy cubs and bull-pen artists. What the advertiser usually gets is a 
neatly folded reprint of a space ad reprint stamped “Important News” 
and mailed to the dealer’s and wholesaler’s wastebasket. Carpentry! 


What the advertiser wants and needs is a dramatic, exciting translation 
of his advertising into the only language dealers and distributors under- 
stand. That language is the eloquent promise of extra sales...the 
profit-building architecture of sound merchandising. 


Think of how you, the experienced advertiser, react when you see a 
truly outstanding sales promotion piece. You pay it the compliment of 
showing it to your own people and saying, “This is the kind of sales- 
producer we should be sending out!” 

The next time you come across one of these sales promotion gems you 
can bet your ad budget it was architectured, not carpentered. And, 
chances are, architectured by such skilled sales promotion planners as 
The Shaller-Rubin Company. 

Sales promotion at The Shaller-Rubin Company begins with a blue- 
print instead of a hammer. This blueprint approach has resulted in the 
creation of outstanding campaigns for clients we serve. 


SALES PROMOTION DIVISION 
312 FIFTH AVENUE + NEW YORK 1, NEW YORK OXford 5-4680 


eR THE SHALLER-RUBIN CO., INC. 


SERVING: CANNON MILLS + CARSTAIRS DISTILLERS CO. » CHARLES BRUNING CO., INC. - 
CIBA PHARMACEUTICAL PRODUCTS INC. - EAGLE PENCIL CO. + G. W. CARNRICK CO - GEIGY 
PHARMACEUTICALS + GREGG PUBLISHING CO. - REED & CARNRICK - SCHERING CORPORATION 





UPGRADING 
LETTER COPY 


by Paul J. Bringe 


Milwaukee Dustless Brush Co. 


Reproduced here is the first page 
of a two page, 550 word, letter trying 
to interest the reader in a new offset 
duplicator. In the first paragraph, 
where every effort should be made to 
carry the reader into the balance of 
the letter, it talks about the National 
Business Show and tells us the David- 
son Corporation is a subsidiary of 
the Mergenthaler Linotype Company 
of Brooklyn. Just who cares about 
the corperate structure of the David- 
son Corporation? 

While I am _ mentally asking, 
“What's in it for me?” this writer 
rambles on in long sentences filled 
with trade terms that mean little to 
the uninitiated. Here is a piece of 
copy obviously written as a press re- 
lease along with photographs of a 
new product. 

Because it gives every detail of 
who, what, why, when and where, so 
dear to the Editor’s heart, someone 
thought it would make a good letter. 
So it went out as a letter. But it still 
remains the statistical press release it 
was originally. It’s letters like this 
that lead business men to say, “We 
tried direct mail but it doesn’t work.” 
About like saying irrigation doesn’t 
work because you can’t supply enough 
water with a tea cup. 

The rewrite uses as a lead sentence 
the one strong selling phrase of the 
original letter. It was buried in the 
seventh paragraph on the second page, 
where it had no chance of interesting 
95°% of the readers who did not get 
beyond the second paragraph. 

Reader interest is gained by talking 
about Ais problems and pointing the 
way to a solution. He doesn’t care 
about your machine but only about 
his aching back and his production 
headaches. 

The selfish man is all of us. Talk 
to me about me —I will listen and 
call you wise. 
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215 FOURTH AVENUE « NEW YORK 3, WN. Y. 
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SEND THIS COUPON! It will bring you ) 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 





service is FREE. Simply send the coupon. | 
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PRICES NOW. 





SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. 


BOXES 


WRITE FOR CIRCULARS AND 


FELIN TYING MACHINE CO 








FILM-LETTERING 
51.00 PER WORD! 


Reduced or enlarged to fit your layout... nega- 
tive or positive ...No photo-print charge !.. Re | 
photostat charge!...No minimum charge!.. | 
Unlimited choice of styles!...24 hour lent] 
New FREE specimen chart on request. Mail 
service anywhere in U.S.A. Address Dept. DM. 


RAPID 
TYPOGRAPHERS 
INC. 

305 E.46 ST.,N.Y.17 
MU 8-2445 



































DMAA 
—eve 


ST. LOUIS 


might turn this idea into money with 
your own products. Here it is: 
Real Estate BOOMED Immediately 
When These Methods Were Tried! 

Certainly it didn’t hurt our objec- 
tive to get that word “Real Estate” 
into the headline when we're going 
exclusively to real estate men. Sub- 
consciously, that word would cause 
them to pause. Whereas, if it had said 
“Business Boomed,” it might not. 
“These” was a fortunate word in the 
headline because it is specific! Noth- 
ing misty or hazy about that word 
ever! 

“These Methods” 
also good in ’58. But those babies in 
1937 were cynics. They were skep- 
tical. Many weren't eating regularly. 
So something more had to be done 
to get them down into the first para- 
graph. A good way to entice them 
on is to tell a story—but the story 
must be good or you're lost! 

Let’s see how those dirt merchants 
were really stopped—not exactly by 
the headline, but by telling a story. 
(Anything you can do today to help 
compensate for that extra postage 
to cope with a mild depression—to 
win back those who are susceptibie to 
smears is worth laboring for.) Telling 
a story did it. Every word measured, 
and with fine shades of thought. Like 
a drowning man grasping for a tooth- 
pick, those hungry real estate men 
hung on to these words 

A midwest realtor had just listed 
a charming, irresistible bungalow to 
be sold at a very reasonable price 
He expected to make an easy sale, so 
he ran the typical three-line ad so 
often seen in the classified columns 
of the newspaper. /t ran for 30 days 
without a nibble! Then something 
happened. The stilted CLASSIFIED 
ad was replaced by this small display 
ad: 


rot rd in "37 


A LITTLE VILLA 
and a garden of flowers 
surrounded by century-old oak trees! 


The sale was made within five 
hours! That was a bull’s eye! Those 
real estate men knew a good thing 
when they saw it, and they bought 
that book by the thousands—back in 
"37. 

What's Your Subject? 


There’s another effective device you 
can use in your letters to keep them 
out of the wastebasket and help pay 
your postage bill. You've heard it so 
often you will be unimpressed when 
I mention it. So I'm going to relate 
an experience Bob Gordon had which 
is a good example of this powerful, 
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How to make production the least of your worries 


Albany « Atlonia « Austin «+ Binghamton « Boston 
Bridgeport + Brownsville «+ Buffalo «+ Burlington 
Chicago « Cincinnati « Cleveland «+ Clifton « Columbus 
Dallas + Dayton « Denver + Des Moines «+ Detroit 
Gorhem « Harrisburg + Hartford « Houston « Jackson 
Kansas City « Little Rock + Los Angeles + Lovisville 
Miami « Milwavkee «+ Mobile + Muscatine « Nework 
New York + Oakland « Oklahoma City « Philedelphia 
Phoenix « Pittsburgh « Portland « Providence « Rochester 
Sacramento « Salt Lake City « San Diego + San Francisco 
Seattle « Shreveport « Springfield « St. Lovis « St. Paul 
Tulsa « Washington + Wichita «+ Winston-Sclem 


MEET US IN ST. LOUIS... 
at the DMAA CONVENTION, that is. 


If you want the convenience and economy of having your own equip- 
ment for offset duplicating, you want something more, too. 

You want quality work, want it when you need it. You want a dupli- 
cator anyone can operate well and easily. 

These you can have—with the Photostat® Masterlith Offset Duplica- 
tor. 

All the features of this pace-setting machine, many of them exclusive, 
are designed to make high fidelity work easy, fast, economical. 

You have to see and run the Masterlith to appreciate what its advan- 
tages can mean to you. For a demonstration call one of the Photostat 
Corporation sales and service offices listed at left, or write direct. 


PHOTOSTAT CORPORATION 
P. ©. Box 1970 DM, ROCHESTER 3, N. Y. 


PHOTOSTAT ts tHE TRADE MARK OF PHOTOSTAT CORPORATION 





IDEAS 
COPY 
ART 
SALES 
PROM- 
OTION 
DIRECT 


MAIL BY 


MONOGRAM, INC. 


FANS 
RESULTS 
FOR YOU 


16 DMAA AWARDS IN 11 YEARS 


MONOGRAM, INC. 


potent device. Every word of this 
story is true: 

Bob was sitting in his first public speaking 
class at Yale University years ago. Professor 
Greaves weighed about 240 pounds—had a 
deep, fearsome voice. Bob had already seen 
him call others to the platform to make 
their first appearance as impromptu speak- 
ers. 

The professor would start heckling them 
trying to throw them off balance. He was 
not being rude—he simply wanted to hard 
en them to situations which can happen 
Bob dreaded his turn and wondered what 
he could do to avoid being subdued by this 
deep, bellowing 240-pounder. Finally, he 
heard his name called. With tongue in 
cheek, he mounted the platform 

Bob Gordon’s objective then was the same 
you write 
attention 
curiosity, 


as your objective is every time 
a business letter. That is, 
then interest—then arouse 
Bob turned to Professor Greaves and said 
“My subject tonight is none other than our 
beloved teacher, Professor Greaves. What I 
shall say will be of interest to you 
all—and certainly it will be of interest to 
the professor. That's because I'm going to 
tell you about sterling qualities he has 
which even he is not conscious of. And I'm 
going to tell about some of his weaknesses. 
which he'll probably deny, but I'm ready 
to prove 


to get 


et 


great 


Professor Greaves forgot to heckle Bob 
Gordon as he talked. His time was up in 
10 minutes, and he said, “I'm very sorry my 
time is up because there many other 
virtues this man has Id like to talk about. 
but ” With that, Bob was interrupted 
for the first time. Professor Greaves said. 
“We have plenty ot me «as a 


ahead!” 


are 


time 


Some of you may wonder how that 
story can be adapted to selling copy. 
Well—the headline: “Here’s How to 
End Your Appraising Worries For- 
ever” appealed to the selfish instincts 
of a select group which got that letter. 
If your prospects are supermarkets, 
talk to them about displays which in- 
crease turnover—how to build up cus- 
tomer traffiic—how to make steady 
customers out of shoppers. That kind 
of talk tugs at the hearts of grocers. 


It takes a little savvy and—lI'll 
warn you—it takes a lot of sweat to 
upgrade your copy. Remember this: 
words, properly chosen, make wars 
they sway mobs—they influence juries 

and they can tug at the heartstrings 
of people and make them buy what 


you have to sell. // those words are | 


sent out appropriately dressed—and 


are sent to the right people @ 


SELL-O-MATIC 
SHOE MERCHANDISING 


(Continued from Page 37) 

supplied by the two manufacturers). 
Soon after the “Sell-O-Matic” kits 

were mailed, Richard Tarlow em- 

barked on whirlwind tour of clubs 

throughout the country . to per- 


Camera mig ix 


SPECIAL EFFECTS, SURPRINT! 


that lifts type or art 
out of the commonplace, 
into the realm of the unusual — 
even to extremes! 
You dream up the effect — 
we'll produce it inathematically 
and photographically per ect 
Let your imagination run mot — 


then call us! 


Send for Free Specimen Book R 


FPLEXO-LETTERING CO. Inc. 


TINY in size 
TINY in price 
BIG in popular appeal 


these 
perfectly 


scaled-down 
MINIATURES § Cay, 


REALLY 


prires 
letter gadgets 
giveaways 
premium 
cute gifts 
package 


Authentic, exoct in every detail; fos- 

cineting to use . . . these miniotures CN snips 
“cast-assembled” in one operc- ‘ 

tion by GRC’s exciysive potented NY 

“INTERCAST™ process. Notural bright finish or brass 

pleted. GRC also die casts and molds special smal! 

ports to order; ask for special bulletins 


Write, wire, 
TODAY for se 
GRC miniatures and prices. 


enclosures 


SIS MADIGON AVENVE World's Foremost Producer of Small Die Castings 


| 11 Second Street, © New Rochelle, N. Y. 


NEW YORK 22. PLAZA 383-8074 56 THE REPORTER | NEw Rochelle 3-8600 





sonally check the golf pros’ reactions 
to the merchandising idea. On his 
return last month, he had this to 
report: 

“Pro after pro told me that this 
is just the kind of thing they've 
needed to help them merchandise 
their golf products. Busy pros every- 
where have taken the displays by 
great numbers. And the real pay-off 
is that results have exceeded all our 
expectations. 

“] think our experience is proof 
enough of what this type of mer- 
chandising and direct mail adver- 
tising can do.” 

As a result of what he learned dur- 
ing his trip, Mr. Tarlow plans to 
give golf pros more of what they 
want. Pros everywhere were partic u- 
larly interested in the little question- 
and-answer booklet of “Hints on 
How to Make Pro Shops Bigger 
Profit Shops.” So right now, Emil 
Mogul is working on an expanded 
full scale sales manual. 

This dynamic direct mail mer- 
chandising success scored a hole-in- 
one with golf pros because both the 
advertiser and the agency had their 
eve on the ball . . . all the way. It 
teed off well with a survey of what 
customers needed and wanted . 
gained momentum with a creative 
merchandising plan . . . then hit the 
pin squarely with an exciting direct 
mail offer. 

When you reach the 18th hole this 
summer, stop in and meet “Sell-O- 
Matic” . . . a real merchandising 


“pro.” » 


DIRECT MAIL’S 
BIG CHALLENGE 


(Centinued from Page 30) 


wide variety of other advertisers such 
as soap companies whose rule of 
thumb is said to be that direct mail 
normally produces double the re- 
sponse rate of newspapers. 

Or, he might be familiar with the 
gigantic mailer located right here in 
Chicago, who is said to have pro- 
duced over 900,000 leads for sales 
follow-up in the course of a single 
year. As a marketing man responsible 
for creating maximum, immediate 
action, which medium would you 
recommend to do the job? 

Point #3: 

With selling tougher right now 
than it has been for years, there is an 
acute need to use sharply-honed 
marketing tools — to talk to 
specialized groups of prospects in 
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LOVING CARE... 
AND UNDERSTANDING 


Become vital factors in getting a complex 


mailing to the post office on time. 


For 30 years, Advertisers Mailing Service, Inc. 
(Kane-Kiernan Organization) has speedily 
and efficiently handled the most detailed 


mailings for leading advertisers. 


So, if your promotion activities get complex 


.. need loving care and understanding ... 


let Advertisers handle your next mailing. 


PHOTO- ENGRAVING 
You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 


quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 





INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 
. P. S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Brench Off .: Nework, N.J., Allentown, Pa. 











MIMEO AND MULTIGRAPHING 

PHOTO OFFSET « MAILING LIST 
COMPILATIONS AND MAINTENANCE 
AND. TYPEWRITTEN AND AUTOMATIC 
ADDRESSING + LETTER PROCESSING 

MAIL HANDLING OPERATIONS 
MAIL SURVEYS « CONTEST JUDGING 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 








“BILLION 


MAIL ORDER 
Buyers, Inquirers 
and Prospects 


Here, at Mail Order List Head- 
quarters, is one of the world’s 
largest diversifications and 
selections of OUTSIDE LISTS 
for producing new mail order cus- 
tomers in volume. Many of these 
lists are overlooked and EXCLU- 
SIVE. They have produced thou- 
sands of desirable new mail order 
customers for original list owners. 


Right now, receive ABSO- 
LUTELY WITHOUT COST 
OR OBLIGATION, Mosely’s 
custom-prepared List Recom- 
mendations to help you SELL IN 
VOLUME. Simply send us in con- 
fidence a detailed letter. 


, Vos (if 


MAIL ORDER 
LIST SERVICE, Inc. 


Mail Order List Headquarters 
Dept. R-52 


38 Newbury St., Boston 16, Mass. 


Charter Member National Council 
of Mailing List Brokers 





their own terms. In technical jargon, 
we need to “fragment” our markets 

to isolate specific groups of 
prospects with common characteris- 
ties (also called “markets”) and use 
appeals that are phrased in very 
explicit, very meaningful, very per- 
sonal terms. 

To many people, this is a much 
more profound change from some 
traditional concepts of writing adver- 
tising copy than may appear at first 
glance. In fact, it requires that the 
creative marketer re-examine every 
blithe assumption and stereotyped 
inaccuracy that has ever arbitrarily 
been handed him. 


A Look At a Typical Situation 


Just exactly what do we mean by 
this need to “fragment” audiences? 
Let’s take one example a tire 
manufacturer. Let’s explore the tire 
manufacturer's marketing situation. 
and build a plan of approach: 

We suspect we can easily find out 
how much mileage is expected of a 
certain grade of tire that’s issued as 
standard equipment on certain makes 
of new cars. We can probably also 
find out the peculiar deficiencies of 
that competitive tire. We already 
know what the average annual mile- 
age is for individual makes of cars. 

What can we do with all this 
marketing information? We can dis- 
cover almost precisely when a sizeable 
market of car users will be needing 
new tires. At that time, we can pro- 
vide them with specific sales messages 
that take into consideration the 
known deficiencies of competitive 
make tires messages that are 
tailored to show exactly why our 
brand is superior to the competitive 
make, in terms of the actual experi- 
ence the user has been undergoing. 

And then we can provide an action- 
incentive to persuade this prospect to 
go to our tire dealer located near 
him ... predisposed favorably toward 
our brand. And, if we keve written 
our tire advertising properly, he is 
almost waiting to be sold by the 
salesman whom he meets at the 
dealership. This is a kind of rele- 
vant, specific, personal, persuasive 
advertising message which prob- 
ably none of you have ever received. 
But it can be written, and it can be 
sent to the audience | have described. 

I ask you: what is the medium by 
which tires might best be marketed 
in this way 


Flexibility in Format, Too 


Point #4: 


On the previous point I touched 


THE REPORTER 


HOW DO YOU 
SAY IT? 


what time flies no one 
cannot they go too fast 


Punctuating this sentence 
can be a brain teaser — 
and so can sales promotion 
problems. 


Many a sales promotion 
problem, too, makes 
little sense at first glance. 


The specialists on the 
Ahrend staff, experienced 
in overcoming obstacles and 

building sales for twenty 

years, can often put the 
pieces together to create for 
you a new and more favorable 

sales promotion picture 


Call Herb Ahrend 
at PL 1-0312 


Do you have the solution? 
Free prize if you do! 
If not — write us for it. 


AHREND 


ASSOCIATES 


601 Madison Ave. 
NEW YORK 22, N.Y. 


CLIPPER 
ART SERVICE 


The Scissors and Paste Pot ort service thot dore 
to be cifferen?. decs, Gione, in each sve ore 
worth many times the smoli monthly ost 


» know like Prudentia 


Single issues sel! for $20.00. The sample, y 

to use, con make you hundreds of extra do! lar 
f you use but o single idec. Besides the sample 
you w receive an unusvally attractive intro- 
ductory offer No obligction. No solesmon 
Attach one dollar to letterhead and moi! today 
to Multi-Ad Services, Inc 130 Welnut Street 
Peoria, Illinois 





Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 

@ thot mokes SALES 

@ thot mokes BUYERS wont 
to do business with you 


Write me about your pions 
or problems 


All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . . . Dartnell Gold Medal . . . 
Editor of IMP, “The world’s smallest 

house orgen” 








upon something which I'd like to 
develop a bit further. I said we could 
fashion harder-selling copy appeals 
that broke the bonds of tradition. | 
also say now that this element of 
flexibility of creative planning ex- 
tends to format as well as to words. 

Many of you are mail order or 
industrial direct mail people with ex- 
perience in keyed returns. You know 
the value of a prepaid Business Reply 
Card, or a personal-looking, warm, 
friendly letter. Which medium do 
you use, to enclose a personal letter 
or reply card? 

Many others of you also know the 
value of gaining goodwill by enclos- 
ing a small premium with a mailing, 
to insure readership in the most 
favorable possible environment 
or to provide the prospect with an 
article which will stay in his pos- 
session and repeatedly remind him 
that you are ready to serve him. 

Would it surprise you to learn that 
we have developed a “neighborhood” 
program for Shell gasoline and oil 
dealers, which takes advantage of 
precisely this flexibility of format... 
a flexibility that we can achieve 
through no other medium but you- 
know-what ? 

Point #5: 
Like many of you, I have a mail 


order background. Like you, I 
learned that almost never is “every- 
body” a prospect for any product. 
Like you, I learned to test lists and 
find out just exactly who were pros- 
pects and who were waste circulation. 
In short, we learned what our prime 
market was and concentrated on it. 

I mentioned the Shell dealer pro- 
gram. Is the Shell dealer interested 
in soliciting the business of only 
those people convenient to his 
station? Is he interested in pur- 
chasing circulation within what he 
knows to be his most profitable 
marketing area of town? Is he in- 
terested in seeking the patronage of 
those nearby residents who own the 
newer cars, who travel more and 
spend more on gas, oil and main- 
tenance ? 

You bet your life he is. And how 
does he target in on these prospects 

. through which medium? You 
tell me. 
A Marketplace of Motion 
Point #6: 

I've saved as the last of these 
points dealing with today’s marketing 
requirements the dynamic nature of 
markets that various segments of the 
American people comprise. 

In searching out the sharpest- 
honed tools of marketing, we try to 








COPYWRITER 
DIRECT MAIL 


FOR: Internationally known prestige 


publishing firm located in 
Chicago (Will consider Chicago 
crea applicants only) 


CAPABLE OF: 
@ creating complete direct mail 


pieces for monthly mail order 
book offerings to general con- 
sumer list 

determining and writing most 
effective copy approaches for 
wide variety of titles 

working with artist on layout 
and design 


SHOULD HAVE: 
@ ability to write letters that are 


persuasive, believable and in 
good taste 

minimum of three years proven 
experience in procuring orders 
by mail 


BE: 

paid in accordance with ability 
and experience 

associated with progressive, ex- 
panding prestige firm that of- 
fers liberal fringe benefits and 
pleasant surroundings 


SEND: 


letter and confidential résumé, 
including salary desired to Box 
#57. 








Neo-Lith process prints letters 


at lowest cost per thousand 








COMPARE THESE MODERN LOW PRICES 


100M 82 x 11 50 |b. offset 
2 colors 1 side 7 .25 


or | color both sides PER M 


11 x 17 size only 6.00 per M 


Folding for No. 10 envelope—60¢ per M 


ANOTHER NEO-LITH SPECIAL 
2 colors letterheads 


1 OM one side 
Black and Red SA g-00 
or Black and Blue 


on 20 Ib. No. 1 Watermarked Bond 





or other 82x11 








World Wide Service— 
Order by mail for fast 
delivery from our plant 
in Hackensack, New 
Jersey. 

For a complete list of 


Newly developed off- 
set press prints 100M 
2 color letters in 3 
hours including make- 
ready! 

Delivery Measured in 
Days—100,000 two 
color letters shipped 
within 5 days of re- 
ceipt of copy. No wait- 
ing for gang runs. 
Each order printed in- 
dividually. 


CUT ALONG DOTTED LINE 


Neo Printing Company, $2 Ises Lane, Hackensack, N. J. 


Process to: 


NAME 


ADDRESS 


LOW Neo-Lith prices 


. mail this coupon. CITY 


FIRM NAME 


Send samples, order form and price list of Neo-Lith 











get the 
professional 
approach 


- + « to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, 
creators and producers of 
SETTER direct mail, write to: 


the professional 


ivertising 
association 
INTERNATIONAL 
18120 James Couzens Hghy. 


Detroit 35, Michigan 








WE ARE 
NOT THE 
BIGGEST 


mailing list compilers. Never 
intended to be. We did aim 
to be the finest and some 
of our clients think we ore 
the best judging by the 

they keep 
Should you, 


too, prefer the best call on 


repeat orders 


sending us 


ELI KOGOS 
Industrial List Bureau 


Webster, Mass. 











12 EAST.46TH STREET: 
MULTIGRAPH 


PHOTO-OFFSET ~- SKILL - 
ADDRESSING DEPENDABILITY 
MAY WE SERVE You? 


Nadine Ca Aifeoration 


NEW YORK 17 


MIMEOGRAPH 
COMPLETE MAILING SERVICE 


COOPERATION - 


MUrray Hill 7-2930 





HAND LETTERING 12345 Designed fi 
Hand Lettering 12345 Designed for your | layou! Desiqne 
Ss 


MAND  ATTERING fa 


HAND LETTERING 123 De 


TED FENBERG associates, inc 


go beyond what people are, as a 
criterion of media selection. We 
attempt to pinpoint a market on the 
basis of what people are doing. 
Today we have a marketplace of 
motion. Often it is what people do, 
rather than what they are, that makes 
them prospects for certain products. 
Certain people are prospects for us 
because they are, for a limited time, 
in a psychologically right frame o/ 
mind to respond to our advertising 
message .. . and that frame of mind 
is the direct result of what those 
people have been doing. Here's a 
few examples: 
@ Some of the best possible 
gasoline are 


prospects tor 
premium-grade people who 
have just bought a new car, and are in a 
rare frame of mind to change their habit- 
buying of a competitor's brand 

@ Some of the prospects for 
a hand lotion are 
had a baby 

@ Some of the 
a mutual fund are men in certain pro- 
fessions, who have just received a promo 
tion into a certain salary bracket 

@ Some of the prospects for 


! ’ 
certaim construction materiais are peopl 
who have 


just moved into houses 15 to 20 
years old. in 
caliber. 


ertain 

This is your 
These are the moving targ 
to hit . . . at exactly the 
These are the prospects we 
bring face to face with our 
men, favorably disposed toward our 
product. 

Through what medium can we do 
this? . and efficiently perform the 
marketing functions of points 5, 4, 
3. 2. and 1? Through direct mail . . . 
not to the exclusion of all mass media, 
but rather as an integrated part of a 
complete marketing plan. 


best possible 
women who have just 


best possible prospects tor 


best possible 


neighborhoods of a 


market in motion. 
rets we want 
right time. 
want to 


sales- 


New Challenges Ahead 


From the six above. you 
can see that I believe direct mail can 


of considerable v alue 


points 


be a medium 
clients because of 


functions it is now 


to many 
the marketing 
uniquely suited to perform. 

But with opportunities for 
direct mail come 
challenges to you to do your direct 
mail jobs with greater efficiency 
and greater vision than you've ever 
done them before. Why? Because 
you will be challenged on service: 
and far more important, on the rela- 
tively high initial cost of direct mail. 
If you are tempted to be complacent 
about this, let me cite some trends in 
the magazine field alone: 

@In order to provide prospects with the 
complete product story, magazines are 
making it highly attractive for advertisers 
to run multiple-page insertions, and are 


new 
new challenges . . 
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now offering a much greater flexibility of 
format.* 

@iIn order to precipitate a maximum 
volume of immediate action, magazines are 
beginning to make available card inserts 
which can serve as Business Reply Cards, 
coupons or Certificates good for the re- 
demption of traffiic-building premiums.* 
@ National magazines are starting to offer 
regional circulation only; sectional maga- 
zines like Sunset are finding new favor; 
magazines dealing with sports and shelter 
are more popular than ever with many 
advertisers; fashion magazines carry adver- 
tising for things as far afield as catsup 


and automobiles all to reach special 


groups of prospects. 

It may be a bit misleading to say 
that there is a “surge of advertising 
agency interest in direct mail.” More 
accurately, there is a surge of interest 
in the marketing functions which 
direct mail can perform. But there 
is no guarantee that direct mail will 
perform them. Other media may 
snatch this opportunity for greatly 
increased future activity from be- 
neath the noses of the very men and 
companies which have vested interests 
in the direct mail medium. 

Today. we envision an era of direct 
mail marketing importance which 
can dwarf anything you have known 
before. I don’t say it will happen. 
I say only that it can happen... i 
you and your industry makes it so.@ 


Report O R 
Penort 


on page 38 of this issue 


DIRECT MAIL’S 
PSYCHOLOGICAL 
RESPONSIBILITY 

(Continued from Page 31) 

basket. They say. “I hate that stuff.’ 
and then they throw it away ... “I 
cannot stand it.” It is not because 


the message may be bad. but 
mainly because they resent their own 
involvement in it and the ne- 
cessity for having to decide about it. 

In this sense, direct mail adver- 
tising is like any advertising, for it 
is an attempt to communicate with 
people. But it makes it more difficult 
for the audience to ignore the com- 
munication . . . despite the throwing 
away. It sounds as though they are 
ignoring it. but that is actually a way 
in which they are dealing with it. . . 
with vigor. 

Political solic iting, 
lections for heart, cancer and the 
like, all suffer from some of this 
same sense of negativeness and feel- 
ing: “No, not again?” You have 


personal col- 


MAY, 1958 


to decide will you give to this charity 
or won't you, will you give to this 
child with the can at the door or will 
you give to this marching mother 

. and why do they keep marching? 

Unlike other advertising, which 
does not force a decision, direct mail 
makes it harder for people to allow 
their notions about the product to, in 
a sense, ripen and work their 
way into one’s outlook until they may 
do something about it. 

In one survey we made, we asked 
a group of people some questions. 
We asked, “What is the most famous 


direct mail?” Some of the responses 
mentioned Sears catalog. Others 
could not think of anything. 

When we asked them about Sears 
catalog, they replied this was not 
direct mail. When we asked them 
about Field’s toy flyer at Christmas, 
they also replied that this was not 
direct mail. Therefore, you can see 
that the generalization is constantly 
changed to fit one’s self and one’s 
feeling about this whole area. 

I undertook another little research 
project that had to do with a list of 
incomplete sentences . . . which we 
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HARD 
SELL 


RE-DISCOVERED! 





Today, a lot of ad men who 
came up the easy way are being 
forced to learn hard sell. More 
and more copy is being dressed 
in work clothes instead of grey 


flannel suits. 


We don’t have to learn hard sell. 
We've grown up with it, cut our 
teeth on “keyed offers”—where 
the payoff is in orders, not in 
an “A” for effort or an “Ah” 
from a contented client. For the 
past eleven years we have been 
specializing in all areas of maga- 
zine sales promotion . . . turn- 
ing out hard sell direct mail 
campaigns, space ads, radio 
spots that are evaluated only in 


terms of income vs. costs. 


During recent months we have 
had an opportunity to put this 
successful experience to work 
for clients in other highly com- 
petitive fields. And with excep- 
tionally good results. That’s why 
we're interested right now in 
building some new “success 
stories” for products or services 
with a real growth potential. 


If you are interested in develop- 
ing new markets and getting the 
most out of every dollar you 
budget for promotion, you'll 
want to know what we can do 
for you. Write or phone today. 


Bert GARMISE 
ASSOCIATES, INC. 


509 Madison Avenue 
New York 22, N. Y. 
PLaza 5-6611 








presented to a very random sample 
of people. It included such things as: 

“The kind of advertising I get in me 
mail is 
When it comes ! 
Generally | jeel they are... 








The most interesting OM€S Of Ceccccmmn 


or 





There were a whole series of these. 
We asked these people to choose 
among a variety of words, a group 
that they would characterize direct 
mail with. 

We found the overriding negative 
generalization is very marked 
that one of the most popular terms 
for direct mail is “misleading” (the 
notion that direct mail “misleads” 
people). There are also such notions 
as that it is lower class, it is dull, 
heavy, old-fashioned and the like. 

However, when we look at these 
things in relation to the various 
groups of people, we find this: 

The upper middle class people and 
upper lower class people are a bit 
more positive than the lower middle 
class people. The upper middle 
people tend to associate direct mail 
with the pursuit of culture to some 
degree, which begins to elevate it in 
their minds. It moves away from 
the grocery store circular with a lot 
of big dollar signs on it. They think 
more about books, magazines, art 
exhibits. They think in terms of mean- 
ingful businesses the kinds of 
information the protective businesses 
send insurance, investments and 
so forth. 

The other upper middle tends to be 
impressed by the power of direct mail 
for charity. They find that it draws 
its money out of their pockets . 
that they do send away and so it must 
be potent if that is the case. They 
find that the travel information is 
interesting. 

(Of course, in mentioning these 
items I am not trying to catalog these 
possibilities with respect to direct 
mail. These are simply the spon- 
taneous sort of things people readily 
associate with themselves, without 
asking anyone in particular about 
them. ) 

The upper status women, we find, 
are interested in style. They look for 
the shopping information they can 
gain from direct mail sources. Many 
of them believe their definition of 
themselves as people not to shop 
around a great deal, to orient them- 
selves toward particular stores. Yet 
they like to orient and know about 
things, so in addition to the material 
they get from those particular stores, 
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Compilation 
Engineering 
Solves List 


Problems 


Typical of the successful, up-to-date 
master lists we have developed and 
now offer are: 
@ 170,000 Art and Music Creators 
and Appreciators 
@ 100,000 Society Page Names 
National 


@ 250,000 V.LP.’s 
Very ~ rn Persons — 
National 
135,000 -o—ege and University 
y at Home Address 
785,000 Members of Scientific 
and Educational Associations 
250,000 Key Business Executives 
Selected Nationally 
750,000 


inion Molders 
ughout U.S.A 
000 Alumni Business Universities 
110,000 Leading Business Executives 
at Home Address—National 
350,000 Engineers in all fields 
600,000 Professionals in all categories 
110,000 Select Middle Management 
Executives—National 


Specify your needs; write for 
information and prices 


WALTER DREY, INC. 


Brokerage - Compilation Research 
257 Fourth Ave., New York 10, N. Y 
OR 061 


333 N. eee Ave. Chicago, Il 
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PENCILPRINT looks like actval 
Pencil. Has many opplications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


48 Eost 21st Street New York 10, N. Y. 














anything that comes from other 
sources (to broaden their center of 
knowledge) seems useful to them. 
They are particularly drawn in from 
messages that have to do with private 
sales and special shops, advance in- 
formation on sales and the like. 


The lower class looks at direct 
mail for a slightly different reason. 
They tend to feel more isolated in 
relation to the outside world. They 
do not feel as easy about moving 
around in it. They look to direct 
mail advertising to keep them in- 
formed and they see the information- 
giving aspect of direct mail quite 
markedly. Many of the lower class 
housewives are tied down by their 
responsibility. Even going downtown 
is an occasion of some type for them. 
They find that direct mail is inter- 
esting and informative. It brings to 
them news of the outside world and 
technical information. 


The lower middle class women. 
while not unresponsive to direct mail, 
seem to have more modified ideas 
about it. They want to go out to 
shop. They feel the notion of getting 
out of the house is a good one . 
that the house tends to be too con- 
fining. Shopping can be an enjoy- 
able thing. They want to be able to 
go around to the different stores to 
some degree. 


Also, direct mail implies a certain 
abstractness in how you think about 
objects such as the reality of the 
grocery store. Therefore, to look at 
them and think about them gives in- 
formation. They would like the con- 
tacts of getting out and seeing store 
people and so on. They are much 
less likely to order by phone than 
the other class. They want to feel a 
broader sense of choices as thev go 
through the store. Therefore, they 
often tend to project the idea that 
































direct mail is for lonely people . . . 
for people who are very homebound, 
for rural people and so on. In so 
doing, they recognize practical ad- 
vantages and benefits. 


Direct mail, perhaps more than 
any other kind of advertising, tends 
to tell the recipient that the outside 
world is exemplified in the influx 
coming into his doorway . . . that 
the world thinks that he is a partic- 
ular kind of person. This is an in- 
teresting point of view from the 
standpoint of the consumer . . . the ZIP-OPENERS offer 
notion that blurbs come in from extra convenience 
Standard and Poor is a notion that and impact . . . get 
“Well, they think I am a prospect.” attention, action and 
This creates a fantasy about one’s provide “opening 
self ... as a kind of person that one insurance.” 
is. To get cultural literature, to get ZIP-OPENERS tie in 
appeals from the Art Institute, all with catchy copy 
attests to one broad participation in leading to the 
the meaningful things of this world. string . . . and have 


And all of our research attests to actually increased 
returns as much 


the fact that direct mail is highly 
. , ; as 20%! 

provocative, something with which 
very dramatic feelings are engaged. 
Against other kinds of advertising. 
it is something we can take much 
more in stride and allow it to accumu- — 
late with us. The provocation makes brochure and samples. 
it difficult to ignore. 

So it’s most important to get 
attention for what you are offering.@ the 


Let this latchstring 
bid welcome to 
your message. 





CORRECTION onnelly | 
rganization, inc. 

In the March 1958 Reporter, page 3 
17, we ran the following item: 


ONE OF THE MOST PECULIAR PRO. 
MOTIONS we've ever seen comes from a 
Ray Stevens, 421 Seventh Ave., New York 
1, N. Y. You'll have to write him for more 
information as the circular is somewhat 
confusing. Seems as if for a $2.00 fee you 
get an inside tip on a combined one-day 
straight spot play on the stock market 
which is bound to win. Participants then 
pay promoter Stevens a commission on 
their profits. Sounds legitimate with testi 


WE’VE GOT 
THE INSIDE TRACK 


When it comes to the apparel field (men’s, women’s, children’s), the textile 


industry, the home furnishings business and the footwear field, no one has better 
information (or better lists) than the Fairchild Mailing List Division. That's 
because there is a famous Fairchild Publication serving each of these industries. 
We have reporters and representatives in the field all the time. If you want to 


reach retailers and manufacturers, a Fairchild list is the sure way to do it. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publicetions 7 EAST 12th STREET, NEW YORK 3 e AL 5.5252 














HAVING 


THAT WONDERFUL 
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IS WHAT YOU NEED 


A COMPLETE 
DIRECT MAIL SERVICE 


* Ty-Process Letters * Mailing 
* Multigraphing 
* Mimeographing 


- Addressing 
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LETTER SERVICE CORP. 
43 EAST 19th STREET, NEW YORK 3, WV. Y. 


* Research 
* Photo-Offset 
* Packaging 
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“Lewis Kleid has been associated with the Columbia 
Record Club since its inception and the facilities and services 


re been used continuously 


e 


ent organization hav 


of his compet 


A. C, Simonson, Director of Sales Promotion 


Columbia LP Record Club 


to test and expand our direct mail operations. 











monials to prove claims. Has 
same location for many years. 
kept secret until the 
pants are limited, 
cular. 


been in 
Details are 
tipoff and _partici- 
according to the cir- 


Here is a followup to the item—a 
letter from Matthew H. Brandenburg 
(attorney and counselor at law), 160 
Broadway, New York 38, N. Y. 

April 3, 1958 

The Reporter of Direct Mail 

224 Seventh Street 
Garden City, L. L. 
Att: Mr. 
Dear Sir: 
Re Ray Stevens 


In your 


New York 
Henry Hoke, Jr., Publisher 


publication of March, 1958, on 
page 17, you made reference to my client. 
Ray Stevens, doing business at 42] Sey 
enth Avenue, New York City, and in the 
article you refer to a stock market propo 
sition, which is not true. 

My client deals strictly with 
racing, and any reference to the 
market is incorrect and improper. I, 
therefore, suggest that either you 
print a retraction immediately, or you will 
leave yourself liable 
Very truly 
Matthew H. Brandenburg 


horse 
stock 


would 


to legal action. 
yours, 
(signed ) 
Reporter's Note: No further comment, 
except that we wish everyone using direct 
mail would make their offer clear enough 
so we can tell the difference between the 
stock market and horse racing. 


A PAT ON THE BACK... 
but a wonderful slogan 
for your direct mail 


Here is just part of a letter re- 


ceived from Willaim W. Harris, 
manager of direct mail sales, Shaw- 
Barton (calendar and specialty ad- 
vertising ), Ohio. 
tains an idea for you so read 
carefully: 

The Reporter of Direct Mail Advertising is 
a constant source of inspiration and infor 
mation to us here in the Direct Mail De 
partment at Shaw-Barton. Not infrequently 
do we reprint articles for use in our com 
pany magazine, The Sales Booster. 

I personally like the warm, friendly atti 
tude expressed by The Reporter . quite 
unlike the sterile atmosphere 
surrounding so many trade publications 
We read it cover to cover . keep up the 
excellent work! 


Coshox ton. Con- 


usual cold, 


Shaw-Barton is a firm believer in direct 
mail, attested to by the fact that we send 
out between 20,000 and 25,000 pieces each 
month. Our own salesmen are becoming 
increasingly conscious of the value of this 
medium and this phase of our business is 
growing rapidly year by year. 

We like to think of the direct mail we 
offer as, “Powerful enough to do the job 
flexible enough to manage and economical 
enough to afford.” 


Read that last sentence again. How 
about your direct mail? Is it “power- 
ful enough to do the job—flexible 
enough to manage—and economical 
enough to afford”? 
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3 & 24 HOUR SERVICE AVAILABLE 
FULL COLOR PRINTS 


fer every purpore roste ond budget 
A Division of JAMES J. KRIEGSMANN 


VER WHAT WE 





DIRECT MAIL 


that ien't preducing the desired results can 
be quite costly. Why not put your direct mail 
advertising in the hands of preven cxperts 
More than 25 years of experience in this 
medium has given us the know-how when it 
comes te adding the “professional toach™ to 
any direct mail pregram 


TALLMAN, SMITH & ASSOCIATES 


Direct Mail Advertising Agency 


Suite 460—Wrigley Building 
410 N. Michigan, Chicago 11 WH 3-0608 











New idea Call us in before pilan- 


~ ning printed material 
For Cutting 


Our ideas can ave yen 
. . money, time an effort 
Printing ; 
Costs! 


Complete small and large 
KENNEDY'S 


presses. We offer all 
mailing services from 
production to postoffice 

412 WN. Orleans St. 

Direct Mail Chicago 10, i. 

Advertising WhHiteholl 4-1178 





Ad Agency PLUS Direct Mail 
More than Direct Mail 
3 fully accredited od agency. A 

service which wrelates both 


Specialists 


In Chicago Phone HA 7-9187 


“That Fellow Bott’ 


Leo P. Bort, Jr., 64 E. Jockson, Chicago 








A LIST WITH A HIGH I. Q. 

A Clark University survey shows stamp 

collectors LQ. to be the highest 

(as if we didn’t know, being stamp col- 

lectors ourselves.) 

The names are on Elliott stencils in geo- 
ha order. 40,000 names available at 

$25.00 per m. Sample 1,000 for $10.00 

ELMONT STAMP COMPANY 

61 West 35th Street New York 1, N.Y 











YART BY SPECIAL DELIVERY; 


Need creative art to spark your basic ides end ¢ 
Need your advertising sales-preducing? Then 
Dsend us copy and rough . and our staff of 4-A 
artists will send you « comp. that will provide the 
“merchandising and sell” you must have to make 

those space and direct mail ads sparkle. Our statt ¢ 
is made up of men who have top jobs but want ‘ 
extra money. Reasonable rates 24-hour delivery 


> view. POINT | 153- -11—76th Rd., Flushing 67, 
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LAW IN THE NEWS 





By PHIL YEAGER and 
JOHN STARK 
Special Writers for The Star 

Junk mail bothers a lot of 
people, including the postman. 
But there doesn’t seem to be 
a whole lot most of us can do 
about it except to reject the 
junk daily as it is delivered, or 
write our Congressman. 

“Junk mail” is the term given 
to the tons of advertising which 
show up in your mailbox, espe- 
cially the “occupant” mail which 
does not even make the pre- 
tense of knowing who you are, 
but is simply 
occupant at the address where 
you happen to be. 

Not long ago a Washington, 
D. C., substitute mailman, 
Harry E. Beard, got fed up 
with all the “junk” he was ex- 
pected to deliver, so he dumped 
200 pieces of it in the Potomac 
River. Unfortunately for Mr. 
Beard, a Harbor Patrol boat 
happened to be going by and 
caught him. He was arraigned 
on charges of destroying the 
mails. 

Defendant Had Sympathy 

It is safe to say, though, that 
Mr. Beard was one of the most 
sympathetically viewed de- 
fendants ever to appear in 
court—at least in the eyes of 
junk mail recipients 

If you don’t want to receive 
mail of this kind, what can you 
do about it? 

Postal ree that 


ulations say 





Means Considered 
To Junk ‘Junk’ Mail 


}mail refused by the addressee 
j}man and you, so there seems 


|little point in it. Also, you can 


mailed to the) 


question. 


shall be returned to central 
offices for disposition. So if 
you meet the mailman at your 
mailbox each day and decline 
to accept the “junk,” you don’t 
have to take it. But this would 
be a hardship on both the mail- 


stop delivery of all mail if you 
choose; but you cannot very 
well ask the post office depart- 
ment to sort through mail ad- 
dressed to you and weed out 
what you don’t want. 


Congress Could Act 

Perhaps the most effective 
idea would be to organize 
enough pressure against junk 
mail to get Congress to do 
something about it. 

Congress has pretty broad 
powers under the Constitution 
to protect the mails, prevent 
harmful use of postal facilities 
and exclude certain types of 
communications. Whether it 
could regulate junk mail in 
such a way as to substantially 
reduce its output or eliminate 
it entirely may be a nice legal 


But, particularly in view of 
the current postal deficits, it 
may yet be tried, at least to 
the extent of jacking up rates 
on certain mail advertising 
schemes. 


Sundoy: Porents, children and the 








COMMON SENSE 


We tip our hat to the Washington 
Star for their decision to silence the 
guns. And everyone owes a carload 
of gratitude to Ralph Ives of Me- 
Ardle Printing Company, 24th and M 
Streets, NW, Washington 7, D. C. for 
bringing it all about. 

The above barb appeared March 
7th, 1958 in The Evening Star .. . 
same kind of thing that Scripps- 
Howard papers and others have made 
a project of for past several years. 
After a week of cooling off, Ralph 

. well, we're going to let you read 
the exchange of correspondence. 

But first . . . a point. We're printing 
this as an example of what calm 
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reason can accomplish when ap- 
proaching newspapers who are edi- 
torially attacking direct mail. We can 
help newspaper management establish 
a policy by pointing out that news- 
papers are playing a very dangerous 
game by inferring that (direct mail) 
advertising is unwanted, that laws 
should be passed to censor one kind 
or several kinds of advertising. 

We think, too, that Charles B. Lips- 
comb, new head of Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association is way out in left field 
with his nine points for why news- 
paper advertising is better . . . par- 
ticularly Point #2. Point #2 (and he 
claims he doesn’t consider direct mail 
an advertising medium nor even com- 





Why Isn’t 
YOUR Company 
in This List? 


Some of the best-known names in American 
business are on the Dickie-Raymond roster 
of clients — a few of which are shown below. 

The reason? First — more and more com- 
panies are coming to realize that they meed 
experienced professional counsel on direct 
mail advertising, just as on other media. 
Second —they’'ve found that Dickie-Raymond 
is a good buy. Through 36 years’ experience 
we know how to get sales leads at low cost, 
how to win profitable cooperation from deal- 
ers, how to get high advertising readership 
in key markets. 

Let’s talk about your problems. Let's see 


what Dickie-Raymond could do for yeu. 
TYPICAL LEADERS DR SERVES 


Aetna Life + American Cyanamid . Davol 
Rubber « Eastman Kodak + General Electric - 
New York Stock Exchange « Pan American * 
Railway Express - Sheraton 


Wall Street Journal 


Pitney-Bowes * 
* Sylvania * 


DICKIE-RAYMOND 


Direct Mail Advertising * Sales Promotion Counsel 
NEW YORK, 225 Park Avenue, MUrray Hill 4-3610 


BOSTON, 470 Atlantic Avenue, HAncock 6-3360 





PUNCHED CARD 
ECONOMY 
VERSATILITY 


ADDRESS DIRECTLY 
from PUNCHED CARDS 
to a Wide Range of Material 


Scriptomatic addresses from easily 
prepared CARD masters (IBM, 
Remington-Rand, Samas or ledger 
or index cards) directly to Tape, 
Envelopes, Wrappers or Book- 
lets on one machine. Models 
for every addressing or data 
writing problem. 
Write for File, 
“Scriptomatic Methods” 


SCRIPTOMATIC, Inc. 
300 North 11th Street, Phila. 7, Pa. 





petition but point #2 reads: 
“People like and welcome advertising 
in newspapers (Ed note: TRUE). It 
(advertising) is less welcome or con- 
sidered an intrusion in other media 
according to a study made by North- 
western University.” This kind of 
wild statement makes all of us in ad- 
vertising look like a bunch of ir- 
responsible adolescents. At the very 
least, it’s an insult to the intelligence 
of the men and women who decide 
advertising policy. If you're curious, 
write Bureau of Advertising at 485 
Lexington Avenue, New York 17. 


N. Y. for a copy of Versatility Un- 
limited. 
Now ... on with calm and reason: 


Mr. Benjamin H. McKelway 
Editor 

The Evening Star 

lith & Pennsylvania Avenue, 
Washington 4, D. C. 

Dear Mr. McKelway: 


It's better that most of a week has passed 
since reading “Law In The News” by 
Messrs. Yeager and Stark in last Friday's 
edition. Time always helps to temper one’s 
attitude and helps to achieve a more con- 
structive understanding. 


N. W. 


I'm sorry these gentlemen did not take the 


venus extended 








venus 
condensed 
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NEW PROGRESS IN SPACE... 
* NOW VENUS REGULAR 


Bauer Alphabets is proud to announce the latest advance in solving 
the space problem. The new Venus Medium Regu/ar, available in 
stock from 6 to 84 point, permits you to specify this versatile family 
in three styles...to meet your every need. Venus Regu/ar will also 
be cut in Bold, Extrabold and Light. Some sizes of these weights are 
now available. For complete information, see your nearest Bauer Type 
Dealer or write on your letterhead to: 


BAUER Alphabets, Inc. 


236 East 45th Street - New York 17,N.¥ - OXford 7-1797-8-9 
Text set in Venus Mediurn Regu/ar 


time to think the matter through before 
attacking direct mail advertising as being 
undesirable. They are talking about abuses 
in all advertising, not just direct mail. | 
think what disturbs us even more than their 
proposal to regulate direct mail advertising 
is the fact that their thoughts received 
prominent display in The Star—not as in- 
dividuals who might be published in the 
“Letters” column, but as “Special Writers 
for The Star.” This suggests to me that it 
was written en assignment to reflect The 
Star's editorial opinion. 


In effect, Messrs. Yeager and Stark are 
proposing legislation to pass a spec ial “tax” 
on direct mail advertising that fails to meet 
certain standards ‘(which they failed to 
set forth). In their words, “. . . it may yet 
be tried (regulate in such a way as to 
substantially reduce its output or eliminate 
it entirely), at least to the extent of jacking 
up rates on certain mail advertising 
schemes.” 


Can I believe that these gentlemen are 
proposing a new “authority” to pass on 
the acceptability of certain matter for mail? 
Just what these standards might be, I 
haven't the faintest idea, nor do I think they 
have given their irresponsible proposal 
much thought. 


Let's assume their type of “censorship” (or 
regulation) is feasible. Do they think this 
new monster of regulation will stop with 
mail advertising? I think not. Many people 
will object to certain “junk advertising” 
which appears in newspapers (even The 
Star carries its share) and magazines. Like 
wise, radio and television commercials will 
come in for censorship. 


It would not stop with direct mail adver 
tising. It would apply to all advertising 
media. 


There are laws now to protect the public 
against fraudulent advertising. This is not 
the problem as proposed by Messrs Yeager 
and Stark. They are talking about “junk 
advertising”—the seamy kind, at least in 
their esteemed estimation. 


Responsible leaders in advertising, publish 
ing. direct mail, radio and television are 
working constantly to curb and to eliminate 
“junk advertising”—they recognize, as you 
must recognize, it is not conhned to one 
medium. 


Frankly, Mr. McKelway, as a long standing 
reader of The Star, ['d be most interested 
in knowing The Star's position on this 
apparent move to single out direct mail 
advertising as the undesirable step child of 
all advertising—it might help to clear the 
atmosphere before the matter gets out of 


hand. 


And please, let's not ring in the postal 
deficit in this matter. It had nothing to do 
with the so-called need to determine the 
degree of acceptability of direct mail ad 
vertising. I don't think you will find any 
responsible mail advertiser objecting to 
paying his fair share of the cost of handling 
and distributing the mail. 
Sincerely yours, 


Ralph N. Ives 


Mr. Ralph N. Ives 

806 Haycock Road 

Falls Church, Virginia 

Dear Mr. Ives: 

Mr. McKelway has referred to me your 
letter of March 14, about the Yeager-Stark 
column on so-called “junk mail.” 

Let me say first of all that this article was 
not written on assignment for The Star. We 
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printed it as an editorial-type expression 
such as we permit other columnists writing 
for us, with whom we do not always agree. 
At the same time, the reaction to this piece 

yours was one of a number of protesting 
letters—has caused us to re-examine our 
policy in respect to this controversial issue. 
We have, as a result of this re-examination, 
concluded that it is inappropriate for The 
Star to commit or condone, in its columns, 
attacks on this form of business. From now 
on, it will not be “junk” mail in The Star 
In short, you win 


Sincerely yours, 


Newbold Noves Ir 


Executive Editor 


NEWSLETTER 
PROMOTES A BIG DAY 
FOR NEW YORK 


The Park Sheraton Hotel in New 
York will be buzzing on the 15th of 
this month . . . with an expected large 
turn-out for the 25th Annual! Direct 


Mail Day in New York. 


The big day has been promoted 
with the same editorial flair which 
filled New York's Hotel Statler for 
the 1957 DMAA Convention 12.000 
metropolitan New York direct 
users and suppliers have 


mail 
been on the 
cam- 
Jim McAdam of 


Associates. Garden 


receiving end of a newsletter 
paign created by 
Demmert & Held 


City. N. Y. 


light. bright and off-beat 
newsletter style (typical headline: “It 
Doesn't Pay To Get Out Of Bad 

unless its May 1L5t Direct Mail 
Day In New York)” has done a big 
job of editorially what 


will be a big day. 


Jim's 


promoting 


While space won't permit reprint. 


ing the newsletter’s breezy program 
descriptions here’s a rundown of what 
the newsletter readers will find at the 


Park Sheraton on May 15th: 


A.M.: Coffee (and 
Conversation and Reg- 
Hobnob time, get ac- 


40-925 


@ 3: 
donuts } 
istration. 


— 
rentioe! 
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LEADS 


quainted, meet the speakers of the 
day, give them questions they can 
think about answering. No need 
to hit for Chock-Full-of-Nuts on 
way to session. DMAA film 9:00 
A.M. in coffee lounge. DMAA Di- 
rect Mail Leaders in room off cof- 
fee lounge near morning session 
room. 
9:25— Welcome Richard Eckman, 
Dickie-Raymond, Inc. (program 
chairman}. 
9:30—Keynote Address: Ray- 
mond C. Hagel, Smith, Hagel & 
Knudsen, Inc. 
10:00 Playboy Victor 
“How Mail Order Advertising 
Must Improve”—Also announce- 
ment of Ist winner of Playboy 
award for best mail order ad in 
any publication. 


10:40—“The Stone-Tarlow Story” 

How a specialty shoe manufac- 
turer built solid distribution 
through golf Pro outlets across 
America. Charles Rothschild, Emil 
Mogul Company. 


11:20—“Schofield’s Seven”. . . an 
inspiring look at how to think and 
work better in creating outstanding 
promotion. Arthur C. Schofield. 
VP in charge of advertising and 
sales, Storer Broadcasting Corpora- 
tion, Miami, Florida. 


12:00—Cocktail Bar 
main ballroom. 


Lownes 


(COD) off 


12:30—Luncheon: Guest Speaker 
Ernest 
Sheraton Corporation. 


Henderson. President. 


2:30—Concurrent Sessions—Pick 
the one that fits your kind of busi- 
ness best. Each Session, all starting 
at 2:30, will be highlighted by a 
major address tuned to illustrate a 
major problem within function. 
These addresses are being stagger- 
ed into two time segments so that 
you can attend parts of 2 sessions. 
1) GETTING AND HANDLING 
FOR PERSONAL SALES 





@ GIANT POSTALGRAM 
© GIANT LETTER 
©) POSTALGRAM SELF-MAILER 


yours, 
, 


For such concerns as you see 
listed below—many of whom 
have used our service for 25 
years or longer. 
The method —kindly but firm 
—putting on pressure as the 
system progresses—dgetting 
results where others fail! 
The cost—straight commission 
basis—No Collection—No 
Charge! 
We'll be glad to send 
you the facts—and 
they'll prove interesting. 


ARROW SERVICE 
9 Yates Street 
Schenectady 5, N. Y. 


—Among Those We Serve— 
Atlantic Advertising Co., Inc. © 
Miles Kimball e Union Pencil 
Co. @ System Bible Co. @ C. V. 
Mosby Co. @ Robert James Co. 


FREE LISTS 
sete 


Addressing, Bundling & Mailing 
$10 PER THOUSAND 


Retailers—Wholesalers—Mf rs. 
Chains—Banks—Churches—insts. 


AND HUNDREDS OF OTHERSI! 


(Cat NOW!) © [GE 2.0754 


Ever Ready Mailers, Inc. 
172 E. Park Ave., Long Beach, N. Y. 


FREE RATED LISTS 


FREE RATED LISTS 


OGj1Ve 3344 


FREE RATED LISTS 


$isil 


FREE 


RATEL 


Please send me samples of your 
3 direct mail ideas, together with 


complete prices. 
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MAILOGRAPH 


39 Water St., New York 4, N.Y. 


eee 





"BACK 


DIRECT MAIL 


directs replies...direct to you 


VISHETTER 

letter with return 
cord in rear 
sleeve — unusual 
die-cut possibili 


ENVELETTER 

letter with 
gummed envelope 
ottoched — excel- 
lent for question- 
neire, order 


CIRCU-LETTER 

self-mailer in- 
cludes personolly 
oddressed return 
cord in printed 


PIGGY-BACK j 
ottoched letter ; 
with reply " 
gummed envelope | 
—vsed os self. | 
moiler ! 
FOR FULL DETAILS, PRICES CALL 


LATHAM PROCESS- 200 Hudson St..N.Y.C.-WO 4.7740 


oe ee oe ee 


1 MEMO |! 


B10 PREMIUM MANAGERS 
J] AND MAIL ORDER LIST OWNERS J 


I We'll pay you cash for your 
box tops or inquiry letters. 
The publishing industry needs 
good mail order names. 
if you have 25,000 or more 
premium requests in your posses- 
sion, we are interested. 


vertisers have found it profitable 


to sell us their names. Why not 


how many you have on hand and 
enclose sample of advertising 
material which produced the 


nomes. 


Many well-known national ad- | 


ACTIVE 


" begae ORDER LIST C0. 9 


241 Lafayette Street 
j New York 12, N. Y. j 


Phone Walker 5-2450 


Se cs coe om os sd 


you? 
Just drop a note telling us 


FOLLOW-UP. Panelists answer the 
questions: Moderator — Bob Hutch- 
ings, IBM. 

2) BRINGING THE PROSPECT 
TO YOU (as in retailing, trade shows. 
sales meetings). Main Adress: Joseph 
W. Greenwood, Englewood, New Jer- 
sey. “The Gem Plan or How We are 
Overcoming the Threat of Super Shop- 
ping Centers.” Panelists answer the 
questions: Moderator—Lester Harri- 
son, Joseph W. Greenwood. Rov 
Harris—AD of A, William Becker 
S.P.M., Bartmann & Bixer. 

3) PURE ADVERTISING TO 
CUSTOMERS AND PROSPECTS 
SELLING AN IDEA. Panelists an- 
swer the questions: Moderator—Sam 
Wasserman—Hickey Murphy, James 
McAdam — Demmert & Held. Don 
Bryce—Dictaphone, Henry Reigner 
Director of Advertising, TWA. Main 
Address: Mel Rubin—Shaller-Rubin. 
Inc. 

4) MAKING THE SALE BY MAIL 
or Mail Order Advertising. Panelists 
answer the questions: Moderator 
Frank Johnson—American Heritage. 
Lester Wunderman. Jack Leslie 
Leslie Creations, Bob Dale—Creative 
Mailing Service. Main Address: The 
Jackson & Perkins Story (an exclu- 
sive first release), Lester Wunderman. 


VP. Maxwell Sackheim. 


@ 4:30- COD Cocktails—Bar. 


Pick your group for din- 


@ 06:00 


ner and an evening out on New 


York. 


The entire day sponsored by MASA 
of New York and other organizations 
will be stimulating and exciting. 
From morning coffee to 4:30 cock- 
tails, there will be ideas, information 
and entertainment aplenty at the Park 
Sheraton. 

So even if you missed the interest- 
ing newsletter descriptions, why not 
come to the Park Sheraton on May 
15th . . . and see it all in person. It'll 
be just what Jim McAdam said 
and more! 


DO YOU KNOW that Army camps some- 
times pay off their men with $2 bills? This 
is done to show the neighboring community 
how important the military payroll is. When 
local merchants find themselves flooded 
with two-spots they quickly recognize the 
source. All of which makes for better rela 
tions between the civilians and the military 
There are more than forty million $2 bills 
in circulation, but how often do you get 


one? 


Interesting item from “Between Calls,” month- 
ly newsletter published by Stanford Paper Ce., 
3001 WV St., N. B., Washington 184, D. ¢ 





by M. W. Finkenbinder, Fulton, Mo. 





A Short, Short Lesson 
In Letter Writing 


IS YOUR INTEREST 
EALLY IN 


OTHERS £ 








THE REPORTER OF DIRECT MAIL ADVERTISING 





Rates $1.35 per fine 85¢ Situction/Help Wanted Minimum 4 lines 
Address: Classified Dept.. The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy gucranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 





ADVERTISING AGENCIES 





Pulling direct selling mail order advertising 
compaigns in newspapers, magazines, trade 
popers. Publishers’ rates. Counsel service. 
martin Advertising Agency, 15 E. 40 St. 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 





“EQUIPMENT FOR SALE” 


Two electrically operated Conve-Filers with 
a capacity of about 70,000 3x5 cards each. 
The operator sits, steps on a pedal while the 
drawers automatically pass in front of her 
for filing or selection. For sale at a very low 
price, since the files housed hove been dis- 
continued. Write to: Purchasing Agent, Dun 
& Bradstreet, Inc., 99 Church Street, New 
York 8, N. Y 


EQUIPMENT FOR SALE 


Two F.16 Vari-Typers, 1949 and 1953 Models 
$100.00 and $250.00 respectively, f.0.b. Cleve- 
land, Ohio. In excellent condition, priced con- 
siderably under original valve. Call or write 
Henderson-Hazel Corporation, 13601 Euclid 
Avenue, Cleveland 12, Ohio. Liberty 1-6200 





FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48-01 42nd St., Long Island City 4, N. Y 
STillwell 4-5922 


FOR SALE 
MULTIGRAPH: Model 230 with Signature At- 
tachment, automatic paper jogger. Perfect 
condition. Also 7 segments (1 vertical); 3 
Typesetters. 
Arrow Service 
Schenectady 5, N. Y. 


Model 4300 Speedaumat 
Addresses, cuts, and stocks publication wrap 
pers—3 printing heads—Expirator—5 yrs. old 
—Completely Reconditioned—Serial No. 510- 
949 Moke us an offer—Must Go—. 
Business News Publishing Co. 
450 West Fort St Detroit, Mich. 


9 Yotes Street 


Well established textile manufacturing busi- 
ness now selling by mail exclusively in a 
growing market. 1957 net income about $11,- 
000. Total price $35,000; cash required $20,- 
000. Financial references furnished and ex- 
pected. Now a one-man business; wonderful 
opportunity for 2 men. 
The Reporter, Box #51. 


UNUSED MODEL 40 spirit “MASTER AD- 
DRESSER”. Up to 1200 per hour hand oper- 
ated. Uses rolls or cords. $50.00; express pre- 
paid. Complete with two plates and equip- 
ment 
GILBERT'S ORGANIC FARM 
1225 North Euclid 
Dinuba, California 


Graphotype; model 6341. Also addressograph 
trays, hook front, 25< eo. HARRY J. ABRAMS, 
124 L St. N.E., Wash. 2, D.C. 


Partners disagree — Plant for sale. Printing, 
Litho and Mailing in smog-free California 
growing city of 80,000. Grossing over $125,- 
000.00 yearly. Completely equipped to handle 
double. Box #55 


Mimeograph, elec. A. B. Dick. Lake Model. 
Exc. Condition. Also Model 90 & 91. Cheap 
Will Trade. R. Mishek, Waseca, Minn 





MAILING LISTS 
Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows ovr 
reputation tor results. Rodale Press, Emmaus, 
Pa. 





Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Grophotypes, Speedaumot, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
ond Speedaumat plotes. Also, mail bog 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 





OFFSET CUTOUTS 

Stock promotional headings for reproduc- 
tion. OFFSET SCRAPBOOK No. | containing 
1,500 classified specimens, only $2.00 post- 
paid. A rich source of practical help and in- 
spiration. Thousands in use. Available also 
ere books containing promotional art, cor- 
toons, borders, panels, type fonts, holiday 
art, etc, at newly reduced prices. Free descrip- 
tive folder. 

A. A. ARCHBOLD, Publisher 

P.O. Box 20740-K los Angeles 6, Calif. 





QUALITY MAIL LIST FOR RENT OR SALE 
Nationally known retail mensweor chain of- 
fers proven business-getting list of 1,800,000 
names on Elliott Stencils for rent or sale. 
Names obtained from bonifide store custom- 
ers. Filed geographically and alphabetically. 
Complete details available including market 
survey data. Also available . Elliott Ad- 
dressing Machine, cabinets, trays and supplies. 
Write Box #53, The Reporter. 





SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser ploces 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 





STICKER-LABEL IDEAS 


For profit, economy, efficiency. Product, direc- 
tion, shipping labels; good-will stickers etc. 
Catalog. IMPRINT of Emporia, Kansas. 





LETTERSHOP SERVICE 


N.Y.C. Lettershop seeks steady volume account 
for favored service; low prices. Fine offset, 
varityping, paste-up, addressing, multigraph- 
ing, folding, mailing. Box 52. 





LISTS WANTED 
List Brokers: Am always interested in new 
lists of non-professional, over-40 mail-order 
buyers. Keep my name. Vernon Baker, Elyria, 
Ohio. 


HELP WANTED 
President of well-known sales promotion com- 
pany seeks top notch creative salesman con- 
trolling $250,000.00 business in offset and 
direct mail. Immediate profit sharing arrange- 
ment with opportunity to assume executive 
partnership. Reply Box #54 The Reporter. 


“SALESMAN with portfolio to work on com- 
mission basis for nationally recognized direct 
mail firm. Give all details in first letter. Write 
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SOMETIMES it’s difficult to decide what to talk about 
in each particular installment of Scuttlebutt. We collect 
items of interest during the month . . . then at deadline 
try to put together to fit the space. Some thoughts never 
see the light of day . others are transferred to Short 
Notes. This past month has been worse than usual. . . 
due perhaps to more visitors, more conversations, more 
confusion on what's important. The world is troubled, 
the country is troubled. “Kiplinger is pessimistic this 


week, isn't he?” “Wonder if we will have a tax cut?” 
“Maybe the postal rate increases won't go through, now 


that government is getting worried about increased cost 
of living.” “Say, did you see item in April 14 Newsweek 
where it says that in spite of ali the talk about the slide. 
the economy is still humming along at a level only about 
1 per cent below last year?” “Say, whatayouthink about 
those letters Lana wrote to Stompanato?” “Do you really 
think the hydrogen bomb explosions are changing our 
Florida weather?” “Unemployment is still getting worse, 
while employment is getting higher. Doesn't make sense, 
does it?” “Well, let's wait and see.” “What this country 
needs is more salesmanship . . . better salesmen 
people just have to be persuaded to buy more.” Empha- 
size those words, pal, just like Sam Snow does in all his 
funny. futile sentences in the hit book and play, “Say 
Darling.” 

On and on the conversations go, including flashbacks 
to Harding. Coolidge and Hoover and blame it on the 
Russians, too . . . or that Nasser is a no good, including 
Batista 

But eventually the talk centers on selling. The Presi- 
dent wants more people to buy. Speakers say we must 
sell more diligently . more aggressively. The classified 
ads are filled with “Salesmen Wanted.” Sales clinics or 
sales schools are being held all over the country. Get 
out and sell, boys. The trade magazines are filled with 
sage advice: “As the recession gets deeper . . . the real 
job is simply one of persuasion.” 

In all this clamor, I got a kick out of a conversation 
with Hillary Bailey from Atlanta, augmented with com- 
ments from Jack Smith, Bus Reed, Reid Vance, Les 
Suhler and other assorted frontporchers. Hillary, who 
used to be editor of Coca Cola’s demised Red Barrel and 
sow a marketing counselor . . . has the radical idea that 
much of the talk about more and better salesmen is bunk. 
He contends that the end of the line salesman should not 
be expected to be more than an order taker. 

In Hillary’s estimation, the average management ex- 
pects the salesman to kow-tow to his superiors, to study 
product information, to “polish the brass,” to appease 
the time demands of his family, to “bootlick” everybody 
in sight, to fight traffic, to find parking space, to wait 
and wait for an interview, to break down a general re- 
sistance to all salesmen, to get attention to his goods and 


MAY, 1958 





FRONTPORCH 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 











SCUTTLEBUTT 


services, to explain their function, to describe what the 
particular item will do for the buyer, to generate a de- 
sire for the item, to prove its worth, to give it superiority 
over competition, to answer complaints both real and 
imaginary, to re-polish the brass, to extract money for 
the item from a cautious if not contrary customer, and 
to repeat the process from six to ten times a day (which 
is not humanly possible). 

You know how the argument goes from there on out. 
In the hard selling days ahead management must do the 
preselling job, whether the salesman is out on the road 
or behind the counter in a store. Management must help 
the “salesman” to become a courteous, diplomatic order 
taker and detail handler. All the rest of the job can 
be taken care of by intelligent advertising including of 
course, direct mail which carries company identification, 
product or service information, benefits, uses . . . to 
make an impression before the salesman enters the pic- 
ture. We've improved a lot during the last thirty years 
. . . but there is still much room for developing this 
theme of backing up the salesman. Management, and 
many salesmen, still believe that preselling direct ad- 
vertising is a waste of money. Maybe the much-publicized 
recession will teach them a lesson. 


THIS IS FOLLOWUP to the April Scuttlebutt item 
about pilfering of cash enclosures in mailed orders. 
Since writing that item ... I have checked with a hun- 
dred or so mail order people, either by letter or per- 
sonal conversation. I can now report this: 

Mail order firms operating in small towns tell me 
that losses have been practically nil. 

The worst bad spots have been in large metropolitan 
areas. Seasonal charity drives (whose contributors usu- 
ally send dollar bills instead of checks) have been badly 
hit in a number of localities. Dishonest postal employees 
can spot when a big drive is on and the temptation is 
great to divert and empty some of the juicy money- 
bearing return envelopes. The quick rewards in some 
cases are more than the government pay. But postal 
inspectors are finding solutions. Temporary employees 
are being screened by fingerprinted job applications. In 
one eastern city last season . . . out of some 3,000 applica- 
tions more than 400 were uncovered as having previous 
criminal records. In some cities, postal inspectors are ask- 
ing big mailers to notify them in advance of campaigns 
which may result in a flood of currency-bearing return 
envelopes. The inspectors then put an extra heavy watch 
on the business reply permit handling section; coach and 
warn employees, etc. Has been very successful in stop- 
ping losses. 

Very few people understand the scope and difficulties 
of the postal inspection department. There are only 
1,365 people (by latest available figures) in the inspec- 
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tion department . . . to watch some 500,000 permanent 
and temporary employees, and to protect some 170 mil- 
lion citizens. In the early days of the country . . . postal 
inspectors were actually nothing but surveyors. They 
investigated and laid out sites for post offices and de- 
termined mail routes. They still do . . . but the job has 
grown bigger. They make management and methods sur- 
veys; inspect all operations and equipment and make 
financial audits in all the farflung offices. They uncover 
financial irregularities; screen personnel, and investi- 
gate cases of mail fraud or the mailing of obscene or 
other prohibited material. 

In one year alone, these devoted and hard-boiled 
1,365 inspectors handle better than 350,000 investiga- 
tions. The majority are just routine . but in cases 
where offenders (from within or without) are arrested 
and brought to trial . . . the inspection department has 
an enviable record of 98.8 per cent convictions. I think 
all direct mail people owe a debt of thanks to the hard 
working postal inspectors. We are the only medium 
of advertising which is so well policed. 

That is one reason I was hesitant about bringing up 
the subject of cash pilfering from mail order operators 
and charities. But the cancer existed so why not 
wash the dirty linen in public. At least you know now 
that the postal inspectors are working mightily to stamp 
out the pilfering. But cooperate with them. Notify your 
local inspector in charge when you have a big mailing 
with expected cash returns. Discourage cash returns even 
though you may be afraid of lower percentage. Some of 
you charity drive executives might consider enclosing 
blank checks in your appeal unit even though they are 
not used . . . just to emphasize that it is safer to con- 
tribute by check. Some of you big mail order operators 


should follow the practice reported by several of our 
recent correspondents (who are now having no losses). 
They display prominently on their order form and/or 


circulars, “Please No Cash .. . 
for losses of currency or bills in the mail,” or words 
to that effect. Help to remove the temptation . . . and you 
wont have to worry about losses. And the postal in- 
spectors will have fewer headaches. 


we cannot be responsible 


DOGGONE IT! Too many conversations around here 
come around to the delicate subject of deception in the 
mail, or about tactics we could do without. Resented 
more and more are the phony “judging” deals . . . “will 
you help us decide whether our such-and-such is the 
bestest ever,” etc. All you have to do is agree to buy 
a such-and-such at a “ridiculous low price’ and keep 
a free premium of something or other if you decide to 
return the judged whatsis. One fellow is still using the 
same letter after four years of trying to make up his 
mind on future sales policy. One correspondent who has 
received no less than eight of these letters in the past 
four years says he hopes the poor fellow finally gets 
his decision made. He says, “I know the suspense must 
be awful.” 

Another insincere gimmick raising howls . . . are the 
letters informing you that a sample set of Christmas 
cards or something will be sent within a few days if you 
do not mail back the enclosed refusal card. Featured on 
card is: “Please do not send this card back to us,” then 
in smaller type, “unless you feel that you are definitely 
not interested,” etc., etc. Nuts. 

And then there is the annoying technique of sending 
a “memorandum invoice” to a prospect who hasn't or- 
dered anything . . . but on the assumption that the pros- 
pect will think he has ordered and will okay invoice for 
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payment. It’s being done by a very responsible outfit. 
But topping the list of complaint causers . . . are the 
publishers (don’t shoot, friends!) who are flooding 
the mails with all sorts of appeals to subscribe at re- 
duced rates. Regular value $7.25 . . . now for short time 
only $3.63. Or “Save $2 at regular subscription rate of 
$3.” Some publishers have had two or more different 
offers in the mail at same time. One fellow wrote that 
if he waits long enough he may get the damn thing free 

I’ve told several publisher friends that it’s bad publi: 
relations and worse from a lobbying standpoint. They've 
been fighting against second class postal rate raises . . 
but it doesnt take a mathematical genius to figure that 
the savings emphasized in the reduced rates offered in 
the subscription offers . . . often are more than a 500 
per cent to 1000 per cent increase in second class rates 
(when figured on a magazine per month per customer 
basis). 

But the smart operators tell me more or less off-the 
record that the renewal rate on these first time, cutrate 
mail order subscriptions is far higher than from subscrip- 
tions obtained in any other way (by agents, for ex 
ample). But it’s too bad the public has to be confused 
by all the confusion in pricing. It’s just as irritating as 
some of the outright deceptive offers. 

It will be fine if we can ever reach the point when 
everyone using the mail will get around to the “it pays 
to be honest” tex hnique. And discard all others. 

Just about the time I was getting discouraged about! 
all the complaints . in came a piece of mail which 
was worth showing to visitors. A fresh, brilliant. dif- 
ferent sort of mail order format. A mailing from ViBo 
Farms, Southbury, Conn. Maybe most of you saw the 
one-column ad in The New York Times Sunday Maga- 
zine with three pictures of grimacing Victor Borge and 
caption: “Borge is for the birds.” A striking mail order 
Ad. The mailing was evidently a carefully planned fol 
lowup. Unusual circular used same three pictures. Art, 
typography, copy wonderful. Even the outside en 
velope, the business reply envelope, the order form, and 
the letterhead were distinctively different. The whole 
blooming thing in unusual good taste. A refreshing re- 
lief from most of the dreary, monotonous sameness of 
too much mail order stuff. If you haven't seen this mail- 
ing, suggest you write to Victor Borge and ask to be 
put on the list. 


AFTER A CALAMITOUS WINTER ... it's good to 
report that spring surrounds the front porch. The mock 
ing birds are raising a clamor and building nests. The 
day lilies, amaryllis and Easter lilies are blooming and 
strutting; the buds are coming out on the cut-back 
nearly-frozen bushes; the water has warmed up to swim 
able heights . . . and the world, in spite of its troubles, 
is wonderful. Keep plugging and we'll all survive 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 


THE REPORTER OF DIRECT MAIL ADVERTISING 













































































_ Operating costs 
got you on the run? 
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EXCELLENCE IN FINE PAPERS 


ATLANTIC BOND - ATLANTIC DUPLICATOR - ATLANTIC MIMEO - ATLANTIC OFFSET - ATLANTIC OPAQUE 
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TARGET 
THE FAMILY 
BUYING 


MARKET 


OMLA Mailing Lists send your coupens into 
every mail box in the Family Buying Market 
/ chains — the big indepen- 
— no postage waste — greater return dents—successfully use OMLA‘s 
on your promotion dollar. Ps » 4 “tailored to the individual store 
r / y trading area” Occupant Mailing 
Lists. These special OMLA lists are 
scientifically engineered to cover the 
trading area of each and every store co- 
operating in your product promotion. 


Mf, eliminate the justified retailer “gripe” of prod- 


uct but no coupons in area . . . of no product but 
insistent coupon redeemers. OMLA‘s retail store 
Occupant Mail Lists have proved TOP deliverability 


. . TOP promotion dollar return . . . TOP economy. 
May we show you how OMLA lists can be tailored for you? 


See OMLA’S advertisement in the 1958 Sales Management 
Survey of Buying Power. 
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Divison of W. A. Storing Ceo. 
OCCUPANT LIST COMPILERS - MAILERS 
238 N. 4th Se. 
S. L. “Les” Callman, Pres. Celambas 15. Okie 
W. A. “WH” Storing, Treas. CApital 4-8893 
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